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PILI EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LYD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AMD A SQUARE GUARANTER POR A STRAIONT LINE 


Women mainly control the national 
purse strings. WOMAN, with over 
2,000,000 sales every week, reaches a 
greater number of women exclusively 
than any other publication and is 
therefore ONE OF THE GREATEST ALL- 
ROUND SALES FORCES AVAILABLE TODAY. 
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ADVERTISER'S WEEKLY 


Talking of... 


MECHANISED 
SCREEN PRINTING 


88 ACRE LANE, LONDON, $.W.2 


Feels Li 
ike 
Shouting “Boo!” 
ou ing 00. 

Sian,--Whenever Copytaster is 
in the ring defending himself 
against an angry challenger, you 
will nearly always find me enjoy- 
ing the bout from a comfortable 
ringside seat, but after reading his 
comments on the British Road 
Services advertisement (June 22), 
I feel like poking my head round 
his dressing-room door and say- 
ing, in as manly a voice as I can 
manage, “Boo”! 

1 think Copytaster must be 
suffering from concussion from 
his last fight for him to suggest 
in all seriousness that the public 
asks the local Telephone Ex- 
change for the number of the 
nearest British Road Services 
office simply to avoid including a 
list of telephone numbers in the 
advertisement! 

And these numbers, eight in 
all, serve the entire British Isles. 

The picture-story of this ad- 
vertisement concerns a ‘phone 
call at 7 o'clock on a Sunday 
morning—a significant and, to 
some, a ghastly hour. It even 
gives a drawing of a man who 
looks like Clark Gable using the 
telephone. 

The copy goes on to emphasise 
the speediness of British Road 
Services by making use of such 
words as urgent, rapidly and 
express. What action does Copy- 
taster think the reader was sup- 
posed to take after digesting this 
story? 

If he had a job ready for 
delivery it seems obvious to me 
that the appropriate action is to 
grab a telephon He could, al- 
ternatively, write or call, but as 
no addresses are given jt must be 
concluded that the people respon- 
sible for this advertisement 
wanted prospects to ‘phone 

If any criticism 1s needed, 
therefore, it is that the telephone 
numbers are not nearly bold 
enou-h 

H. JOHN HEWSON, 
Wembley Stadium Ltd 
“Tregenna,” 
Harrow Road, Wembley. 

Attendance at the Mechanical 
Handling Exhibition, Olympia. 
organised by Associated IHliffe's 
Mechanical Handling, was 35.350, 
including 701 overseas visitors 
from 41 countries. 


TO THE 


LETTERS 


EDITOR 


*Ad.Weekly” Denmark Supplement 
‘Example of Leadership’ 


Sir, ADVERTISER'S WEEKLY is 
to be commended highly on the 
initiative it has shown in the 
promotion of  intra-European 
trade by the publication of its 
Supplement on Denmark on June 
8. As a member of the E.C.A 
Mission to Denmark, | observe 
with considerable interest devel- 
opments in Anglo-Danish trade 
and would like to take this op- 
portunity to make the following 
comments, which are, of course, 
to be taken as an expression of 
my personal opinion. 


There is no doubt that infor- 
mation of this kind makes a very 
direct contribution to the Eur- 
pean Recovery Programme. The 
O.E.E.C., E.C.A., and other inte: 
national organisations througn 
such devices as the new E.P.U. 
can assist in simplifying the 
superstructure of international 
trade, but in the last analysis, it 
is the individual buyer and seller 
who transacts the business that 
betters living standards, improves 
economic security, and ultimate.y 
ensures a more peaceful world. 
In introducing the one to the 
other, the advertiser plays his 
important catalytic part. 


It was particularly gratifying 
to see the realistic attitude of the 
supplement in making no effort 
to “play down” the seriousness 
of the present payments situation 
in Denmark. Instead of the 
surplus counted on to dissolve its 
debt to the Bank of England, 
Denmark has faced a worsening 
deficit. lt was recognised that the 
solution is not a “levelling off” at 
the barest minimum but the 
achievement of newer and more 
effective methods of increasing 
foreign exchange earnings fo: 
Denmark As pointed out by 
your “Special Correspondent™ in 
his article “Farm Products, the 
Key to Anglo-Danish Trade,” 
Great Britain's attitude with re 
gard to the search for an equit 
able solution to the problem of 
prices in the long term contracts 
for agricultural products will 
have a great bearing on the 
ibility of Denmark to maintain 
high level of imports. It is im- 
portant to keep constantly io 
mind the fact that trade is a 
two-way street. The buyer has to 
be given an opportunity to pay 
for the goods you want to sell 
him 


Those of us who have the 


privilege of watching from the 
sidelines are gratified by the 
leadership which Britain is pro- 
viding in its efforts to encourage 
a higher level of international 
trade. Your Supplement on Den- 
mark is a vivid example of this. 
M. J. HEYL, 

E.C.A. Mission to Denmark. 


Party “ Brands” 


Sirn,—If Labour Members of 
Parliament sincerely believe that 
branded goods and labels, unless 
issued by the Government, are 
not a measure of quality, I sug- 
gest that they remove their party 
labels and brands when standing 
as candidates at the next election. 

Results, in so far as they could 
be assessed, if due allowance is to 
be made for any general loss in 
popularity for the particular 
brand, should prove most in- 
teresting though, no doubt, ex- 
pensive for the sponsors. 

The issue of Government labels 
to these candidates as the only 
means of proving their quality 
would lead to complications on 
this side of the Iron Curtain. 
“Vote for State, not “a 
might also be an embarrassing, 
though perhaps a justifiable, elec- 
lion expense 

G. A. T. BURDETT. 
7 Emlyn’s Street, 
Stamford, Lincs. 


Zor QUICK PRODUCTION 
LONG RUNS 
COMPETITIVE PRICES 


RING: BRU. FEW xe) 


Copytaster In 
“ Deep Water” ? 


Sim,—Much as | enjoy Copy- 
taster, and much as I agree with 
most of his criticisms of current 
advertisements, I regret to see 
that he is getting into still deeper 
water over the word quality. 

In last week's issue (June 22) 
he grudgingly withdraws (his own 
words) one statement he made a 
month before, but cannot resist 
a dig at me and “others whose 
ear for the English language is 
attuned more to the definitions of 
the dictionary than to the master- 
pieces of English literature.” 

Even suppose this to be true, 
are advertisements designed to 
appeal to the average man, or to 
the literary snob? Copytaster 
seems to have forgotten that he 
was discussing advertisements 
and not literary masterpieces. 

Finally (although it does not 
really come into the discussion) 
he tells us that the use of The 
Quality by trish peasants as a 
synonym for the upper classes is 
not in the dictionary. The Concise 
Oxtord gives: People of, the q., 
the upper classes. And Chambers: 
The Quality, persons of high 
rank, collectively. 

He is right on only one. point. 
The dictionary makes no mention 
of Irish peasants. 

NOT SNOOTY. 


TWENTY-FIVE YEARS AGO 


In June, 1925 


The Federation of British In- 
dustries urged the Government to 
institute a two-year “Buy British” 
advertising campaign which, by 
diverting to British products some 
of the £300 million then annually 
spent on imports, would reduce 
unemployment in this country. 

* . 7 


Allied Northern Newspapers 
Ltd. was formed with a nominal 


capital of £1 million to “adopt 
agreements with Allied News- 
papers Ltd. and Sir William E. 


Berry and with Newcastle News- 
papers Ltd. to acquire and con- 
tinue publication of existing 
newspapers, and periodicals, and 
to carry on business as proprie- 
tors of newspapers, journals, and 
magazines.” 


Glasgow and Newcastie Publi- 
city Clubs held their first annual 
meetings. 

* * * 

The Graphic and Bystander 
Ltd. was formed as a private 
company with a_ capital of 
£100,000. 

. - * 

Sir Charles Higham’s book on 
“Advertising” was published by 
the Home University Library. 

. * * 


Expenditure for the | first 
national advertising convention at 
Harrogate was expected to be 
about £5,000. 

* * > 

The Daily Express set up a de- 
partment to check the quality of 
goods advertised in its columns. 
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Commencing with the issue dacd NOVEMBER 
WOMAN AND BEAUTY resumes its formerylarge size. This, together with 
its high quality of production and igs brilliant editorial content, means 
that the new WOMAN AND BEAUTY “will set a new standard of value in 
magazines for women. WOMAN’ AND BEAUTY will appeal to an ever- 
increasing audience of discepfing women. And its greatiy increased 
display facilities will appéal to advertisers, who have proved its 
unrivalled pulling power Aor everything women buy. 


PAGE RATE £150 


Type Apea 104" deep by 74” wide + Half-tone blocks 80 screen 
Pregt date for November issue: September 13 


AN Ae - p PUBLICATION - MONTHLY - ONE SHILLING AND THREEPENCE 


\ /ouas. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., 
THE FLEETWAY HOUSE, LONDON, E.C.4. 
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ADVERTISER'S WEEKLY 


; ; r, 
Your message in JOHN F By the m i U ne d 
BULL falls on the best pre- Wek; O (o) Yo o] 
pared sales ground in Britain a 


well over a million newly 4 9 
prosperous mass market Ki 
families whose average length 2 a 


of readership is 11 years. _.. MEMBER A.BC. 


Here the smallest appropria- 
tion gets a national family 
coverage and goes on selling 
for weeks in Britain’s Big Basi: 
Family Weekly—the best 


backbone for any campaign. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODMAMS PRESS LTD., 96-08, LONG AcRE, I ul VALU ND A SQUARE GUARANTES POR A STRAIGNT LINE 
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Advertiser's Weekly 
June 29, 1950 


You are. sure 


‘The | 


SPHERE 


Vol. 148 


No. 1,934 


THURSDAY, JUNE 29, 1950 


Adverti ser’s THOSE WITH 
Weekly 


The Organ of British Advertising 


300 ACRES — 
and more—read 


SPORT & 


The Advertising Assn. Appoints: 


Parliamentary Committee 
SIR PATRICK GOWER ACCEPTS THE CHAIRMANSHIP 


The Advertising Association 
has appointed a Parliamentary 
and Public Affairs Committee, 
to act as an advisory body to the 
Council of the Association on 
matters of public interest likely 
to affect the advertising business. 

Sir Patrick Gower, chairman of 
Charles F. Higham Ltd., is to be 
chairman, a 
post for 
which he is 
admirably 
qualified by 
his personal 
standing and 
varied ex 


At one 
time a Civil 
Servant, ne 
served as 
private secre 
tary to no 
fewer than 
three Pre- 
miers, Boner 
Macdonald, and 
Stanley Baldwin. For ten years 
he was chief publicity officer 
to the Conservative and Uniontt 


Sir Patrick Gower 


Law, Ramsay 


Central Office, and for a 
time was connected with the 
Ministry of Information in in 


honorary capacity. He acquired 
a controlling interest in Charles 
F. Higham Ltd. in 1948 

Names of the other members 
of the committee have not yet 
been announced. 

The committee, it is under- 
stood, will have a two-way func- 
tion—to advise people who may 
be in a position to affect public 
opinion, on the advertising point 
of view on matters of current in- 
terest, and to disseminate among 
members of the advertising in- 
dustry information relating io 
Government and similar reports, 
Parliamentary proceedings, Bil's 
being submitted to Parliament, 
Command papers, and on the 
operation of Acts of Parliameat 
and on Statutory Instruments 
which have a direct or indirect 
bearing on advertising. 


Individual members of the ad 
vertising industry may refer 
matters to the committee for ad- 
vice or information. 

When required by the Council 
of the Association, the committce 
will prepare drafts of evidence 
for submission to Royal Commis- 
sions, and other Government 
bodies, and it will prepare 
memoranda drawing the attention 


of members of the advertising in- 
dustry to facilities existing in 
Government departments which 
may be of benefit. 

Mr. Drummond Armstrong, 
director of the Advertising Asso- 


ciation, announcing the forma- 
tion of the committee, said it 
would not in any way subtract 


from the work or significance of 
the public relations committee 


N.A.B.S. Appeal: 
£14,000 


In the annual report of 
N.A.B.S.. Lord Burnham, presi- 

nt, announces that the annual 
appeal, launched last November 
and closed in May, raised 
£14,060 7s. Sd 

The annual meeting will be 
held at the Society's offices, 62 
Mt. Paul's Churchyard, London, 
on July 17, at 2.30 


LS.M.A. CONFERENCE 

“Return to selling” is the theme 
of the annual conference of the 
Incorporated Sales Managers 
Association, to be held at Mar- 
gate from September 22-26 


Sign Makers’ President Initiates Move For An 
Outdoor Advertising Federation 


A move is afoot to increase the 
organisational strength of the 
outdoor advertising industry by 
Setting up a federation to which 
the various associations and other 
bodies in the industry would be 
affiliated. 


Playing a leading role in this 
move is Mr. H. A. Hawkes, presi- 
dent of the Master Sign Makers’ 
Association, who, it is under- 
stood, will shortly issue an invi- 
tation to the heads of a number 
of organisations for a private 
“get-together.” 


These will, it is believed, in- 
clude: the British Poster Adver- 
using Association, London Poster 


SHOW BUSI 


FASHIO 


Advertising Association, Solus 
Outdoor Advertising Association, 
and Electrical Sign Makers’ As- 
sociation. 

Signs—organ of the 
Sign Makers’ Association—in a 
leading article in this month's 
issue, Once again strongly urges 
the formation of such a federa- 
thon. 

“For an object lesson,” it con- 
tends, “one need look no further 
than the outdoor advertising in- 
dustry advisory committee, and 
the grand work which that body 
has done im the one sphere of the 
advertisements regulations, to 
realise what advantages would 
accrue to the industry from its 
ability to speak as one voice on 


ESS 


ye 


Master 


all matters of general policy, 
through such a recognised and 
authoritative body. 

“Try to imagine what would 
have happened in the sphere of 
the Town and Country Planning 
(Control of Advertisements) 
Regulations, if, during the long 


and difficult days of the drafting 


of the Regulations, a number of 
small organisations had clam- 
oured for consideration by the 
authorities of their particular 
problems. Bargaining for their 
exclusive interests, chaos would 
have occurred—and there would 
have been little if any likelihood 
of the point of view of any 


having full consideration.” 


People 
who read 
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ADVERTISER'S WEEKLY 


Part of the exhibition, showing goods linked with reproductions from 
“Picture Post’ advertisements. 


$92 


Paul Wright Denies 
Dollar Hold-Up 


A story in Tuesday's Evening 
Standard, to the effect that the 
Treasury is holding up a request 
for £53,550 in dollars for adver- 
tising the Festival of Britain in 
the U:S.A., is denied by Mr. Paul 
Wright, director of publicity for 
the Festival. 


“An allocation of dollars for 
Festival advertising in U.S.A. has 
been made, and the statement 
that there is a hold up in this 
allocation js untrue,” Mr. Wright 
told ADVERTISER'S WEEKLY. “The 
figures given in the Evening 
Standard are not correct.” 


‘Picture Post’ Merchandising Service 


Expanded To Meet New 


Hulton Press introduced its 
expanded Picture Post Merchan- 
dising Service at a reception and 
exhibition for advertising agents 
and the retail trade Press, held 
at the Cafe Royal last Thursday, 
and with an advertising campaign, 
mostly 2-colour double page 
spreads, in the retail trade Press 
this week. The reception and ex 
hibition is being repeated to-night 
(Thursday). 

The new service supersedes 
that operated since 1948, and now 
offers at cost price a standard 
range of point-of-sale displays 
designed for many purposes, for 
use in all normal types of shop 
The basic design of these displays 
is a representation of a typical 
Picture Post cover, over which is 
a reproduction of an advertise- 
ment as it appeared in the 
journal. Matertal available in- 
cludes glossy and standard show- 
cards, strutted, to take full, half- 
and quarter-page advertisements, 
window and counter bills; pro- 
duct display stands in three sizes; 
window stickers and arrows, 
bottle crowners, labels and 
rummed and tic-on tickets, leaf- 
ets; retail folders; postcards and 
letters; bags and containers, and 
Picture Post cover flashes to draw 
attention to the page on which 
an advertisement appears 

Advertisers, who may use all 
or any part of the scheme, are 


Newsprint Decision 


Imminent 


The Government is expected 
to announce this week, prob- 
ably in reply to a question in 
Parliament, the quantity of 
newsprint it is prepared to 
ae from Canada during 
1951. 

Upon this decision depends, 
not only the sizes of British 
newspapers next year, but also 
whether it will be possible to 
maintain a six-page basis, by 
drawing on stocks, for the 
remainder of 1950. 


offered it exclusively in their own 
field for six weeks—for two 
weeks preceding the advertise- 
ment, and for three weeks there- 
after. This is a minimum, and 
thus limits the application of the 
scheme to a maximum of about 
80 times a year—calculated at 
eight 6-week periods applied over 
ten basic retail trades. 

During the first year that the 
Picture Post Merchandising Ser- 
vice operated, six advertisers took 
advantage of it. Then, about 
August last year, interest 
quickened, and six more used it 
in the next two months. It be- 
came apparent that the changing 
economic situation demanded 
something more aggressive, and 
a revision of the scheme was be- 
gun. So far five advertisers have 
used the expanded scheme, and 
now Hulton Press expect an in- 
creasing demand up to the limit 
of capacity. 

A booklet explaining the 
scheme says the most satisfactory 
results are obtained if the adver- 
tisement can be designed, in the 
first instance, with regard to its 
double duty: as an advertisement 
in Picture Post and also as a 
showeard. In the case of colour, 


R.T.-S.A. TRIBUTE 


Considerably increased num- 
bers of complaints concerning 
misleading advertisements have 
been received, and successfully 
dealt with, by the Retail Trading 
Standards Association, states the 
Association’s annual report 

It is with warm appreciation 
that the Association reports even 
greater co-operation by news- 
paper advertisement managers 
and their staffs in the elimination 
of those advertisers whose copy 
is shown to be repeatedly un 
desirable 

Among sections of the trade 
which have in particular offended 
in this respect, mail order adver- 
tisers must again be mentioned, 


Conditions 


all the normal requirements for 
reproduction for photogravure 
should be met, and weak or pas- 
tel colours are probably best 
avoided. The brand name should 
be reasonably visible at a dis- 
tance of several feet, and a large 
amount of small type matter or 
small illustrations should not be 
used, except where the showcard 
is intended for “reader” display 
on a counter 

Mr. John Pearce, director, Hul- 
ton Press, said last Thursday: “In 
the chain of distribution the re- 
tailer has in the past tended to 
be neglected. Retailers need 
something new to secure the most 
profitable selling of advertised 
goods.” 

The exhibit was designed by 
Colman, Prentis & Varley Ltd. 
and built by City Display Ltd. It 
showed all the display pieces 
provided in the scheme, in use on 
soft drinks, disinfectant, clocks, 
cosmetics, biscuits, milk products, 
baby powder, swim suits, 
stationery, chocolates, bottled 
beer, and bags with other pro- 
ducts in, and contained two com- 
plete window displays 

The reception was arranged by 
Voice & Vision Ltd 


TO NEWSPAPERS 


continues the report. It is 
a matter of great concern 
that many of these mail orde: 
firms appear to regard so lightly 
the fact that the goods they off+r 
are often quite inaccurately 
described. Time and again the 
Association has found that goods 
have been advertised as “silk” or 
“linen” or “leather” when such 
is far from being the case. It is 
evident that little or no effort has 
been made to check the accuracy 
of the description, or to learn the 
meaning of the terms used. 
“These advertisers and others 
with an equal lack of sense of 
responsibility should know that 
mere ignorance is not a sufficient 
plea before a Court of Law.” 


JuNE 29, 1950 
Margarine 
Brands Again ? 


The possibility of a resumption 
of branding of Margarine was 
mentioned by Mr. J. P. Van Den 
Bergh, chairman, at the annual 
meeting of Van Den Berghs and 
Jurgens Ltd., Unilever subsidiary, 
which before the war marketed 
Stork margarine. 

The Ministry of Food confirms 
that negotiations towards this end 
are now in progress. These talks 
would presumably also include all 
cooking fats of vegetable origin. 

The market, before the war, 
was dominated by the Lever 
group. Statistical Review of Press 
Advertising for the first three 
months of 1938 lists Stork 
margarine expenditure as £24,742. 
The only other substantial adver- 
tiser listed is Maypole Dairy (for 
Mayfair margarine) with £4,499. 
In the cooking fats field, Spry, 
made by R. S. Hudson Ltd., a 
Lever company (£15,998) and 
Trex (J. Bibby & Sons) with 
£15,471 accounted for much of 
the total expenditure. 


PARTNERS DIE: 
AGENCY CLOSED 


Following the deaths of both 
partners, Mr. N. C. Stoneham 
and Mr. J. B. Kirkpatrick, the 
advertising agency of Stoneham 
and Kirk closes down this week. 
Mr. Stoneham died in a flying 
accident on April 7, and Mr. 
Kirkpatrick died at Whitsun. 

Some members of the staff 
have arranged moves: Miss 
Joyce Lloyd to Saward, Baker & 
Co. Ltd., Miss Peggy Fitchford 
to Clifford Bloxham & Partners 
Ltd. as Mr. Bloxham’s secretary; 
and Mr. R. Beacham, who was 
space buyer, to the production 
7] of Rex Publicity Service 
mi 


Amalgamated Press 
Has Best Year 


The best year in the history of 
Amalgamated Press Ltd., result- 
ing in a net profit for the Group 


of £1,797,834, an increase of 
£366,595, is revealed in the state- 
ment of the chairman, Viscount 
Camrose, for the year ended 
February 28, 1950. 

An increased final dividend to 
1S per cent, making a total for 
the year of 20 per cent less tax 
is recommended 

Points from Lord Camrose’s 
Statement are: 

Circulation of Amalgamated 
Press weeklies has increased 
during the year by 50 per cent; 
magazines, 60 per cent. It is 
unlikely that there will be a 
return to free-gift schemes or to 
free and unrestricted returns of 
unsold copies. 

“Advertisement revenue during 
the year showed a handsome in- 
crease. Adjustment of rates this 
autumn, necessitated by costs of 
production and abundantly justi- 
fied by circulation increases, will 
still further enlarge this import- 
ant revenue item.” 
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June 29, 1950 


CONVENTION PREVIEW 


More Than 30 Experts In 
Seven More Sessions 


DISCUSSIONS ON TECHNICAL PROBLEMS 


Current controversies on the technicalities of advertising 
and display will be discussed in a series of six sessions of 
WEEKLY Convention-in-Print to be i 


ADVERTISER'S 


published 
in a special Advertising Presentation Supplement on July 20. 


The opinions of more than 
30 experts will be reported in 
sessions covering: 

Reproduction 

Exhibitions 

Point-of-Sale and Packaging 

— Art and Photo- 


Direct ‘ial ——s 

The Silk Screen Process. 

Provocative questions have 
produced some lively exchanges. 

What are the merits or de- 
merits of elaborate conceptions 
and new and original treatments 


Advertiser’s Weekly 
CONVENTION- 


IN-PRINT 
begins next week with: 
Session 1.Do advertisers 


sufficiently appreciate ad- 
vertising? 

Session 2—What should be 
the and theme of 
the 1951 International 
Advertising Conference ? 


of exhibition stands as against 
the simple, business-like utilita- 
rian approach? 

This question has given de- 
signer Beverley Pick and exhibi- 
tion organiser George Grimaldi 
the opportunity of getting to 
grips on the red-hot topic of shell 
stands. And the results are in- 
teresting. 

The silk screen printing indus- 
try has its bone of contention, 
too How will mechanisation 
affect the future of the industry’ 

The session on reproduction 
covers the use of colour in ad- 
vertising, typography and process 
engraving. Among those taking 


* compared with £445,539), 


part is Mrs. Beatrice Warde, of 
the Monotype Corporation, who 
has strong opinions on the gene- 
ral standard of British presswork 


Mail Session dis- 
cusses the possibilities of this 
medium in the export drive; 
Point-of-Sale and Packaging pin- 
points problems of display; Com- 
mercial Art and Photography 
raises questions of technique, and 
the question of art school instfuc- 
tional methods. 

Included in the July 20 issue 
of ApverTiser’s Weexry will 
also be a session on outdoor ad- 
vertising. This will appear as 
part of the monthly section de- 
voted to the industry. 


Hulton Press 
Maintains Dividend 
Group profits of Hulton Press 

for the year ended March 31 are 
£362,157 before taxation (as 
but 
distribution for the year on the 
£250,000 capital is being main- 
tained at 75 per cent, with an 
unchanged final payment of 50 
per cent. 


W« 


L. D. Husband, captain of the Fleet Street Column Club golf team, 
handing the Seager Cup to J. V. White, captain of the Aldwych Club 
golf team, which won the trophy at the threé- cornered golf match, at 


North Middlesex 


on Tuesday last week. 


H. R. 


(“Dick”) Simmons, 


captain of the Press Club team, which also took part, stands between 


them. 


The three teams each fielded ten players. 


Executive Committee For 
1951 Conference 


New steps taken by Lord 
Mackintosh and the organising 
committee of the International 
Advertising Conference (Britain) 
1951, announced this week, 
include : 

The formation of an execu- 
tive committee, comprising the 
chairmen of all sub-committees. 

The addition of another sub- 
committee, temporarily called 
the National Tours Committee, 
with Mr. Hubert W. Craddock, 
president of the Incorporated 
Advertising Managers’ Asso- 


Public Is Shown How Commercial 
Art Aids The Advertiser 


Whatever may be said about 
the newspapers in general on this 
score, the Evening News cannot 
be charged with doing nothing to 


publicise advertising. The 
“Gallery of Commercial Art,” 
open free of charge to the public 
since Tuesday at 97 Regent Strect 
(the Evening News West End 
Centre) should do much to stimu- 


“Bubbles” painting 


late intelligent interest in adver- 
tising technique. 

Over 200 original drawings and 
Paintings are on view, collected 
with the co-operation of 40 adver- 
tising agencies, Object of the 
display. is “to widen that interest 
in advertisement illustration so 
often expressed by readers of the 
Evening News, and to demon- 
Strate the very high standard of 
art service now available to ad- 
vertisers.” 

Various techniques of black 
and white and colour illustration 
are represented, and there are 
folders containing, in many in- 
stances, proofs or tear-sheets 
showing the complete advertise 
ments of which the illustrations 
were a part. Thus it is possible 
to appreciate, not only the merits 
of cach exhibit as a drawing or 
painting, but its functional signi- 
ficance in relation to layout and 
copy. 

A show picce is the original 
“Bubbles” painting by Millais, 
used in the famous Pears soap 
oy and lent by A. & F. Pears 

td. 


ciation, a8 its chairman. 

The appointment of Mr 

J. H. Brebner, already chair- 

man of the Press relations sub- 

committee, as public relations 
advisor, 

The National Tours Committee 
will .organise business and 
pleasure visits for overseas 
delegates to the Conference, and 
will seek to provide opportunities 
for visitors with industrial 
interests outside advertising to 
meet their “opposite numbers” in 
this country. 

Mr. Drummond Armstrong, 
director of the Advertising Asso- 
ciation, also announced this week 
the membership of the finance 
committee: Messrs. G. R. Pope 
(chairman), E. Glanvill Benn, 
George Mills, T. G. Moore, John 
Pearce, W. Ewart Rumble, 
W. W. J. Studd and C. B. Wrey. 

Invitations to attend the Con- 
ference have been issued to all 
countries, and a formal accep- 
tance has been received from Herr 
Pauli Althaus, of Switzerland, 
who is president of the Inter- 
national Union of Advertising 
The scheme put forward by Mr 
F. P. Bishop when he was in 
America, for Britain to act as 
hosts to young advertising people 
who visit the Conference, applies 
to all countries sending delegates. 
The Club movement is not yet 
fully committed to this scheme, 
a will probably consider its 
part when the Club Development 
Committee meets at Manchester 
next month. 


TILLOTSON CENTENARY 
June issue of Mercury, house 
magazine of Tillotson & Son Ltd. 
celebrates the centenary of this 
firm, which publishes the Bolton 
Evening News and the Lanca- 
shire Journal series, which in- 
cludes the Bolton Journal and 
Guardian. 


“ r i 4 Bes ee ae ee co Of. Day Cee » & . no , $e — | ~ aft a i <a a, ott <a Wao a 5. RS. So 
ae i 
ae 
coe Pe 593 ADVERTISER'S WEEKLY ath 
————— ee — ™ 
fe, ~ - 
ste “Ss ‘ : +2. ; oe = a . 
us DP ARALY ally kee " 
wy P , e. 
| ; ; . >} a 7 ees | r 
? : "4 > ers 
a * - ‘ ie 7 
i “i ody ae fe 
b. Harare - mM  k a 
—— an: ae re 
oy ; 3 ay 
| | a ais : é : é | 
Op Pat 
; oe 7 
“the a Ag 
ee yi. 
iat Pit hiva bm ; a ee ee i 
‘ B 
a a 3 . 
Py itd q 
= i 
‘a 
y a 5 
Sy Pe MS 
: _ 
4 - ae + 
: 4; 
34 
=. - es / 
| ; i 
) s 
. 
atid - 
> te 
e 7 
es, ; 
; a : 
Gare = = iif 
al ; -_ ee. eae == Bi 
’ i _ a. | . ‘ a 5 
abe ‘ ate — se ; a F : - v ~ Ae 
Tae! Ge 7 
ee ee Ki % Va : 4 hy 4) > r 
. . ; : ae ; x rf 
a e es v 
| By 7a ee 
* fh oe ee =) 
ey i 
irae Part of the exhibition, showing th [== 7-77: ait 
RINE a 
eet i a ce, ee. on aes ; i {oe a ee See ic 2, , aie ~— : 7 
Wag, ee i ee Poth |. ee 3” Pe ee ) Sn 


ADVERTISER'S WEEKLY 


June 29, 1950 


B.P.A.A. Dinner Is Poster Conference Finale 


LORD LUKE’S WITTY REFERENCE TO 
“BATTLE OF THE BUBBLES” 


Level Of Design Could Be Higher, Says Sheldon 


More than 280 delegates, 
visitors, guests and their ladies 
were present at the annual dinner 
of the British Poster Advertising 
Association held at oe 
on Wednesday last week. 
dinner was the culmination of 
the 1950 B.P.A.A. conference, 
which by general consent was 
the most successful ever held. 


The principal guest was Lord 
Luke, chairman of Bovril Litd., 


Lord and Lady Luke. 


who, responding to the toast to 
commerce and industry, praised 
the work of the Outdoor Adver- 
tising Industry Advisory Commit- 
tee. Not only had the committee 
been giving assistance to the 
Ministry of Town and Country 
Planning, said his lordship, but 
also it had been advising local 
authorities on the important part 
outdoor advertising had to play 
in our economy 


“Recently | spoke in the House 
of Lords on outdoor advertising, 
and the question of amenities 
came up, I assured the House 
that we who use outdoor adver- 
tising have a great respect for 
amenities, and | know that your 
Association have a very strict 
code in these matters.” 


There were many “battles on 
the boards,” Lord Luke went on 
Sometimes they were political, 
sometimes they arose because “we 
must all have our clothes cleaned 
quicker, whiter and better.” Per 
haps the biggest contest raging ai 

fesent was the “battle of the 
ubbles.” 


One might describe it by say- 
ing, as Lady Luke had done that 
afternoon: “The Tide comes in 
and Wisks all Fabrics into the 
Dreft of time.” 


Humour And Sales 


There was a connection be- 
tween humour and sales. Posters 
should generally be a judicious 
blending of free entertainment, 
gentle persuasion and bluntness 


Press and poster advertising were 
complementary in building up 
sales. As far as his own product 
was concerned, he wished to 
thank the outdoor advertising in- 
dustry for what it had done tu 
increase sales. Outdoor cam- 
paigns had a great effect not only 
on the public but on the retailers 
who, when they saw the posters, 
and knew that the public were 
seeing them, too, had confidence 
in the product and its manufac- 
turers. 


Mr. Basil Sheldon, B.P.A:A. 
president, said the importance of 
poster advertising to industry and 
commerce had been proved by 
the many national advertise-s 
who had used posters as a means 
of bringing their goods to the 
notice of the public. Some adver- 
tisers had used no other form of 
advertising. Another instance of 
the value of the industry was the 
many times they had been ap- 
proached to help in publicising 
some national appeal, such as the 
National Playing Fields, the 
Prince of Wales Legion Book, 
and others. 


“It was industry and commerce 
that enabled this beloved country 
of ours to attain the position of 
eminence it occupied up to com- 
paratively few years ago,” said 
Mr. Sheldon, “and it will be 
mainly industry and commerce 
that will put us back there. When 
that time comes, the poster ad- 
vertising industry will not be 
found wanting.” 


Association Has Been 
Great Power For Good 


Established in 1861, the asso- 
ciation had been a great power 
for good ever since, notwithstand 
ing that it had no plenary powers 

it could only recommend. But 
such was its prestige that it was 
only very rarely that any recom- 
mendation was not followed by 
ail the members. It even had its 
own censorship committee, which 
took care that no unsavoury or 
unduly sensational posters ap- 
peared on members’ sites. 

“Some people would like to go 
so far as to censor the designs of 
some of the posters we exhibit,” 
Mr. Sheldon continued. “Well, so 
should L—if only to prevent some 
advertisers from wasting money 
on posters and space with a design 
which has little chance of doing 
what it should do.” 

He thought the level of poster 
design to-day was not as high as 
it had been before the war, though 
some notable improvements were 
being made. “Unfortunately, we 


often get the blame for bad de- 
signs, when only rarely have we 
been consulted.” 

He believed that all would 
agree that certain § improve- 
ments could and should be made 
in the outdoor advertising in- 
dustry. With this end in view, the 
association was only too pleased 
to co-operate with the Ministry 
of Town and Country Planning 
and with the local authorities. 

“We feel that if the Act is con- 
ducted and worked in the spirit 
in which it was introduced, then 
a benefit will ultimately result 
which will raise the standards of, 


outdoor advertising.” -Given a 
freer hand with materials and 
paper, members could make the 
improvements they wanted to 
make in the rebuilding and main- 
tenance of their sites. 


The toast of “The Borough of 
Scarborough” was proposed by 
Alderman Sidney Brown, a mem- 
ber of the B.P.A.A. council, and 
responded to by Alderman F. C 
Whittaker, the Deputy Mayor. 
Mr. G. T. Mills, vice-president, 
proposed the health of the guests 
and Mr. Frank Hoppé, director 
of Campaigns and Lectures, 
C.O.L, replied. 


During the dinner Mr. Sheldon 
presented the prizes for the golf 
competitions, Dancing until 1.30 
am. rounded off an enjoyable 
and rewarding conference. Great 
credit should go to Mr. H. 
Mallatratt, B.P.A.A. secretary, on 
whom much of the organisational 
burden rested. 


Col. Paver Tells How Outdoor 
Advertising Fares In U.S.A. 


Though the American outdoor 
advertising industry is not 
governed by legislation compar- 
able to this country’s Town and 
Country Planning Act, it is yet 
hemmed in by restrictions of one 
sort or another, said Colonel 
John Paver, president of the 
National Outdoor Advertising 
Bureau of U.S.A., during his 
address to B.P.A.A. delegates and 
visitors on June 21 


For a start, said Colone! Paver, 
there was the Sherman anti-trust 
law, and many States had their 
own laws restricting outdoor ad- 
vertising in some form or other 
In New Jersey, for instance, there 
was a “square foot tax,” in Vir- 
ginia posters advertising beer 
were forbidden, in Utah both 
tobacco and alcohol advertise- 
ments were not permitted, and in 
Massachusetts there was a com- 
mission which established the 
rules by which outdoor advertis- 
ing should operate—-with the re- 
sult that the number of sites had 
been reduced 


Then there were the clubs— 
women’s clubs, garden clubs, and 
the like—all of which could be 
quite vehement in defence of 
what they considered the ameni- 
ties of their district. The small 
number of the population adverse 
to outdoor advertising found 
their mouthpiece in those politi- 
cians who valued their votes and 
who consequently were not back- 
ward in attacking the industry. 


Colonel Paver said his asso- 
ciation were now working with 
the State highway engineers in a 
survey of every inch of the 
principal highways of the coun- 
try, and they were finding that 
their advertising formed an in- 


finitesimal part of the total foot- 
age of outdoor announcements. 
Petrol stations, local factories, 
etc., took the lion's share with 
their signs and posters, and 
efforts were being made to orga- 
nise these roadside occupants 
into voluntary groups with their 
own codes. For example, they 
were asked to agree not to dis- 
play a sign or panel near a his- 
torical shrine or monument. 
Eventually, it was hoped to com- 
bine these voluntary groups into 
a national organisation. 

Poster design was fostered by 
Outdoor Advertising Incorpo- 
rated, the organisation sponsored 
by the contractors (called “plant 
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ADVERTISER'S WEEKLY 


Left: Presidential party, 1. to r.. G. T, Mills (vice-president), Mrs. Mills, J. M. Beable (immediate past-president), Mrs. Beable, Mrs. Sheldon 
and Basil Sheldon (president). 


Centre: Alderman Sidney Brown (B.P.A.A, council member) proposing the health of the Borough of Scar- 
borough. Right: The winners of the Leicester Cup golf competition with their trophies—and some feminine support. L. to r., Mrs. Bull, 
Douglas Bull, Arthur Newton and Mrs, A. E. Aylward. 


COLONEL PAVER—continued 


owners” in the States). Every 
year O.A.1. ran an exhibition of 
what had been judged the best 
poster art of that year. After 
appearing in certain big stores, 
this exhibition toured the coun- 
try, thus becoming a very effec- 
tive piece of public relations for 
the industry. 

Dealing with costs, Colonel 
Paver said an average price 
throughout the country for a 
small panel would be $19 a 
month (£6 6s.). A painted bulle- 
tin board 42 ft. wide would cost 
$75 to $200 (£25-£66 13s.) a 
month for space alone in a town, 
and an average price on the 
highways for a similar board 
would be $35 a month (£11 13s.). 
Costs were high because, for one 
thing, painters drew $90 or $100 
a week (£30 or £33 7s.) and bill- 
posters $50-$75 (£16 13s. to £18 
3s.). 

His association allowed a 90 
days’ cancellation period, and had 
a five-day leeway period from the 
agreed posting date. There had 
been fewer cancellations in the 
last five years than ever before 
in the history of the N.O.A.B. 

As for renewals, an 8-hour ser- 
vice could be given. His bureau 
had in its Field Service Depart- 
ment 41 experts, each equipped 
with a éar, who spent their time 
touring the country making site 
inspections. 

To illustrate his talk, Colonel 
Paver showed two colour films, 
one, “The Big Pitch” (to be re- 
titled “The Magic Key”) explain- 
ing the essential function of ad- 
vertising in present-day life, and 
the other, “Downtown America.” 
showing many examples of the 
sites of the General Advertising 
Co. In addition, the Colonel 
used lantern slides to show the 
method of erection of a “new 
look” ‘bulletin board, designed 
by Raymond Loewy in stainless 
steel. With the aid of a specially 
equipped truck, this board could 
be erected in two hours. Foun- 
dation holes were drilled and 
lined with steel cylinders, which 
were then filled with sand to hold 
the “legs” of the board in posi- 
tion. If the structure were go- 
ing to be permanent, the sand 
would be replaced by concrete. 
Costs of erection were high 4 
this method—£100-£280 accord- 


ing to the size of the board, but 
the time factor was important, 
too. 

Asked about the function of 
the N.O.A.B., Colonel] Paver ex- 

ined that it was owned jointly 

y the advertising agencies, who 

t all their outdoor advertising 

siness in its hands. It did 
about $60 million (£20 million) 
worth of business annually. 

He hoped the B.P.A.A. would 
consider the election of a dele- 
gate to attend the national asso- 
ciation meetings in the States 
and that his colleagues would 
appoint a similar delegate to 
come to this country, just as had 
been done vis-a-vis Canada. 
Further, he extended an invita- 
tion to B.P.A.A. members to visit 
the Outdoor Advertising Con- 
vention, to be held in Chicago on 
September 6. 


Newsprint Price 
Up Again 


The Board of Trade announced 
on Saturday an increase, from 
July 3, of £2 3s. 9d. a ton in the 
standard price of home produced 
newsprint, and increases ranging 
from three to seven per cent in 
the maximum prices of mechani- 
cal printings and kraft liner 
board. 


Prices for machine finished 
newsprint sold in reels rises from 
£32 17s. 6d. a ton to £35 Is. 3d., 
and for super callendered, from 
£33 Ss. to £35 &s. 9d. Equalised 
price of newsprint at the moment 
is £34 15s. a ton. 

Also from July 3 paper and 
board, other than the types men- 
tioned above, are freed from 
price control. 


NEW A.B.C. MEMBERS 


New members of the Audit 
Bureau of Circulations are: 
Angler's News and Sea Fisher's 
Journal, Buxton Herald, Display. 
Design and Presentation, Eagle, 
Leinster Leader, Mickey Mouse, 
Midland Tribune, Portadown 
News, Razzle, Ring, Sound; D.C. 
Cuthbertson & Co., Ltd. 


R.A, President Discusses 
Commercial Art 


There is no essential difference 
between the Pope commissioning 
a family tomb from Michael 
Angelo and body co i 
sioning an advertisement from an 
advertising man. 

This was one of the challenging 
ideas thrown out by Sir Gerald 
Kelly, president of the Royal 
Academy, at an Advertising Crea- 
tive Circle luncheon at Brown's 
Hotel, London, last Friday. 

“You give a man a job,” said 
Sir Gerald. “You tell him what 
you want him to do; he doesn't 
do it; you have a row; and the 
bits are tied together and pub- 
lished somehow.” He did not be- 
lieve that “commercial art” was 
anything more than a nickname 

Mr. John Copley, president of 
the Royal Society of British Art. 
“summoned up the spirit of 
William Morris” in support of his 
belief that the common ground 
between art and commercial art 
was craftsmanship. 

A vigorous and amusing discus- 


COLLINS CAMPAIGN 
. A campaign for Collins Maga- 
tine for Boys and Girls, offering 
specimen copies, is to start in the 
Radio Times on July 7, and will 
also take in The Listener. 


sion followed on the merits of 
modern art, Sir Gerald observing: 
“I don't see any reason why a 
man who does a job should not 
do it better than the damn fool 
who employs him deserves!” 

Mr. C. D. Notley, president of 
the A.CC., was in the chair. 


Sw 
Me-Organised 


National Advertising and Pub- 
licity Services, Swansea, has been 
completely reorganised under the 
title of Saville Publicity Services 
Lid., with offices at 95, Walter 
Road, Swansea. 

Mr, William D. Bryan, director 
of the former company, who 
heads Saville Publicity, was at 
one time on the advertisement 
staff of the Swansea and West 
Wales Guardian, and \ater joined 
the Northcliffe Group as adver- 
tisement representative for the 
Herald of Wales. 

With him on the board of 
directors is Mr. Denzil L. 
Thomas. 


The annual meeting of the 
British Standards Institution will 
be held on July 11 at 24 Victoria 
Street, $.W.1. 


Survey Of British Furnishing 


Survey of the British Furnish- 
ing Industry, just published by 
National Trade Press Ltd., has 
been compiled by the editorial 
staffs of Furnishing and Furnish- 
ings from Britain as a standard 
work of reference and a compre- 
hensive pictorial guide. 


Intended primarily for over- 
seas buyers, it runs to more than 
270 pages, including 150 pages of 
advertising, mostly in ful] colour. 


In the editorial pages there are 
close upon 500 illustrations of 
furnishings and allied merchan- 
dise including more than 100 
photographs of modern furnish- 
ing fabrics, 65 illustrations of 
current styles in furniture, and 


reproductions of more than 50 
designs in carpets and rugs. 

More than 6,000 copies are 
being distributed to overseas 
yr oy the majority going to the 
dollar markets. 

National Trade Press are al- 
ready preparing two more surveys 
for publication next spring. One 
is the 1951 edition of the Survey 
of the British Textile Industry, 
edited by the staff of Fashions 4 
Fabrics Overseas, and the other, 
Survey of the British Men's Wear 
Industry, compiled by the staff of 
Styie for Men Overseas. Both 
will be linked with appeals to 
buyers visiting the British Indus- 
tries Fair and the Festival of 
Britain, 
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ADVERTISER'S WEEKLY 
CLUB NEWS 


Leeds Told About 
Biro Campaign 


The advertising campaign to 
launch the a ball pen was 
described in agketing a New 
Product,” a — con talk to 
the Publicity Club of Leeds last 
Thursday, by Mr. J. S. Simmons, 
publicity and advertising mana- 
ger of the Miles Martin Pen Co., 
Ltd., manufacturers of the Biro 


n. 

The first advertising schemes, be 
said, were tried out in Worcester, 
where the number of retail 
accounts at the end of the cam- 
paign was 34 times what it had 
been before, and in Carlisle, 
where the retail outlets were 
trebled 

Advertising to the public 
started in November 1945, and 
by May, 1946, had to be stopped 
to enable production to catch up 
Pwith orders 

Advertising to marketing over- 
seas was in the early days 
handled on the spot, and agents 
were given an advertising allow- 
ance per pen. As the number 
of export markets grew, however, 
it was considered advisable to 
cease this and to take over cen- 
tral control of export advertis- 
ing in order to get a global 
heme into operation. 


arty For Canadian 
* *@ 
Visitor 
Miss Margaret Brown (Mrs. 
i. J. Byron), past president, 
fomen's Advertising Club of 
oronto, and associated pub- 
isher, Marketing, Canadian sell- 
ng and advertising weckly, was 
ntertained by the Women's Ad- 
ertising Club of London at a 
ocktail party last week 
Giving her impressions, Miss 
rown mentioned that in the 
oronto Club half of the mem 
rs are juniors 


Publicity Post is the title of the 
new journal of the Publicity Club 
of North Wales, which is a dupli- 
cated sheet It is designed and 
written by the club chairman, Mr 
Arnold FE Jones, director of 
Good Publicity Ltd., Colwyn Bay 


OBITUARY 
Harry Pike 


Space buyer with T. B. Browne 
Ltd. for 25 years, Mr. Harry 
Pike died on Thursday last week, 
after a long iliness. He started 
his career with T. B. Browne 
over SO years ago, and later be- 
came chief space buyer with 
W. H. Smith & Son Ltd 


H. A. Gwynne 
Mr. Howell Arthur Gwynne, 
editor of the Morning Post from 
1911 until 1937, died at his home, 
at Dunmow, Essex, on Monday. 
aged 84 


Lindsay prubend 


oe Courtice 


Cope Evans 


Lindsay Husband Returning To A ustralia 


Lindsay Husband, for five years 
assistant London manager, 
Australian Consolidated Press, is 
leaving on Monday for his firm's 
Melbourne office, where he will 
become advertisement represen- 
tative of ‘their Australian 
Women's Weekly, which, with a 
sale of more than 800,000, is 
claimed as the Commonwealth's 
biggest-circulation paper. No 
successor has yet been appointed 


nar a director of 
Owen Lid. since last 
year, has joined Ingersoll Ltd., 
where he will be responsible for 
advertising and sales promotion. 
Before the war Mr. Edwards was 
a creative artist, and on demobi- 
lisation was appointed advertis- 
ing manager for Lea Bridge 
Industries fed 
* . » 

G. E. Ley Smith has been 
appointed editor of The Press 
and Journal, Aberdeen, following 
the retirement of J. M. Chalmers. 

* * * 

John Cheney, managing owner, 
John Cheney & Sons, Banbury, 
has been appointed chairman of 
the British Federation of Master 
Printers public relations commit- 
tee. Donald Maclehose, director, 


Frank E 
Arthur J, 


Robert Maclehose & Co., 


in London, where Lorne Camp- 
bell continues as manager 

Mr. Husband was with Austra- 
lian Consolidated for two years 
before coming to London, and 
before that was outside represen- 
tative with the Goodyear Tyre 
Co. for ten years. He will fly to 
New York to visit his firm's 
office there before going two 
Australia. 


Ltd., is 
chairman of the Young Master 
Printers National Committee. 

* * * 


Keith Hamilton and Dennis 
Axford, both of the A. C. Nielsen 
Co., have been appointed assist- 

charting depart- 

assistant manager, 
computation, respectively. 
7 * * 


C. J, Miles, who was appointed 
Public Relations Officer to the 
Post Office in October last year, 
has been transferred to the per- 
sonnel department. He was acting 
P.R.O. from 1943-45, 

Mr. Miles is succeeded by 
Colonel A. ers, who joined 
the Post Office in Manchester in 
1912, and was formerly Con- 
troller of Mails and Transport, 
London Postal Region 


FUNERAL OF ARTHUR COLLINSON 


There was a _ representative 
gathering at Stonefall Cemetery, 
Harrogate, last Friday, when the 
funeral took place of Mr. Arthur 
Collinson, managing director of 
Collinson’s Advertising Agency, 
Leeds 

Representing the agency were 
Messrs. N. B. H. Cunningham, S. 
Saxon and B, R. Hammond 


Among those who attended 
from the Publicity Club of Leeds 
were: Stanley Gray (president), 
Henry J. Sutcliffe (chairman), 
Charles Steele (hon? secretary), 
Robert Williamson, W. C. Strac- 


han, Frank Dutson, A. Morgan- 
Williams, Miss Ivy McEwen, 
John Hall, J. W. Stafford thon. 
treasurer), G. H. Howe, H. N. 
Kendall, S. Barrett, John C. 
Bowling, C. Roderick Gallant, C. 
Burgess, and G. H. F. Vincent. 


Others present included: W. B. 
Swales (Hunters, Armley Ltd. 
Leeds); Phillip Hitchen and P. 
Hampton (M. C. Hitchen . Sons 
Lid., Leeds); G. F. Tinsley 
(Thornes Toffee Ltd. Leeds); 
A. J. Gill; Ellis Hopper (Hull); 
R. Hirst (Readicut Rug Wools 
Ltd., Ossett). 


Frank Edwards 
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Frank Edwards Joins 
Ingersoll 


George Evans Given 
New Layton Post 


H. E. Dethridge 

c oinciding with increasing sales 
promotional and public relations 
activities the Layton Group have 
appointed George Evans as infor- 
mation officer, to manage a new 
department formed to handle in- 
creasing inquiries from all over 
the world. 

Mr. Evans has been four years 
with the Layton Group as a 
senior sales executive. He is well 
known in the world of heraldic 
art, is a lecturer at Goldsmiths 
College and at the Bromiley 
College of Art. He will develop 
Laytons’ educational work among 
art and technical schools and 
clubs. 

* * * 

H. E. (“Bert”) Dethridge, of 
the London sales staff of Parsons, 
Fletcher & Co., Ltd., has re- 
ceived a presentation from the 
directors of the company on com- 
pleting 50 years with the firm. 

* * * 

John M. O'Keeffe has joined 
Stronachs Advertising as senior 
account executive in their Bom- 
bay office. Recently he relin- 
quished a similar post with 
Murray-Watson Ltd., of Dudley. 

* * * 

The picture second from left 
above is of Rey Courtice, whose 
appointment as design consultant 
to the English branch of Max 
Factor Ltd. was announced on 
this page last week. 

* * * 

W. Foster, director of publicity. 
Blackpool, and Edward Turner, 
publicity and public relations 
officer, Weston-super-Mare, are 
to represent over 100 British re- 
sorts On committees of the Bri- 
tish Travel and Holidays Asso- 
ciation. Mr. Foster is on the 
home holidays committee, and 
Mr. Turner the tourist develop- 
ment committee. 

* * * 

Olive Bird, office advertisement 
manager, Harpers Bazaar, Good 
Housekeeping and Vanity Fair. 
is, as immediate past president. 
Women's Advertising Club of 
London, on the executive com- 
mittee of the club, in addition to 
members previously announced. 
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WORLD Typical Features from recent issues: 
AFFAIRS 


FASHIONS Blenheim Palace 


Geoffrey Harmsworth 


Memories of Old Trafiord 


lan Peebles 


Fashions can begin at Fifty 


Eve Brent 


Golden Eagle 


HUMOUR Richard Perry 


= 
Pa! 
ae. 3 


THEATRE 


Short Story 
Henry Baerlein 


FICTION 
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NATURAL 
HISTORY 


SCIENCE 


G. LINDLEY SPARKES . ADVERTISEMENT DIRECTOR . It14 FLEET STREET . EC4 
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Watchdog Committee 


AST week we stressed the need for advertising interests to 
L= steps to counter ill-informed attacks from certain 

political quarters. The Advertising Association, by its 
decision, doubtless long considered, but only now finalised, to 
appoint a Parliamentary and Public Affairs Committee, has 
shown itself very much alive to the situation. 

There is an increasing tendency for Government to seek to 
interfere, on cultural, ethical, or economic grounds, with the 
business of advertising or with the system of distribution of 
which advertising is a part. However well-intentioned such 
interposition may be, and even if, on occasion, its objects are 
accepted, it must be carefully watched lest the advertising 
business be unjustly penalised or pilloried. On no account must 
the case for advertising be allowed to go by default. This does 
not necessarily involve opposition to Government; it may well, 
under favourable circumstances, mean co-operation, such as has 
characterised the relations of outdoor advertising with the 
Planning Ministry. 

The new committee, acting through the Council of the 
Advertising Association, will presumably have a dual function. 

In the one hand it will watch political developments to ensure 
hat the advertising point of view is not overlooked; on the other, 
jt will interpret to the advertising business the significance of 
uch developments. No more appropriate or necessary service 
ould be ‘rendered by the central body. 


Jutdoor Advertising Federation? 


S recently as two years ago, anybody suggesting the creation 
of a federal body for outdoor advertising would have been 


aughed out of court. This week comes the news that such a move 
s afoot, initiated by responsible leaders in the confident assurance 
hat it will be seriously considered. 

That this should be so is a measure of the new spirit that now 
characterises the industry. Much has happened during the past 
two years. Under the pressure of external events, the industry 
has in fact gone a long way towards federation. Its various 
sections have learned to work together, and have come to realise 
the advantages of co-operation. Their differences of interest and 
outlook have become less important than the objectives common 
to them all. The emergence of a common peril has welded them, 
for one purpose at least, into a united force which, through the 
medium of the Outdoor Advertising Industry Advisory Com- 
mittee, has already many substantial achievements to its credit. 

A formal federation, within which each association would 
retain its identity and liberty of action, but which would assume 
responsibility for certain’ functions of general concern, is the 
logical next step. It is a big one, which would perhaps involve 
some sacrifices, but which would be more than justified by results. 
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To-morrow’s Topics 


Wuisky may never be as 
“galore” as it was in the film, but 
rumour hath it that John Barley- 
corn will be more in evidence 
later in the year 
WHISKY than he is now 
“In the whisky 
RUMOUR trade there is a 
SCOUTED growing belief that 
by autumn there 
will be enough Scotch for every- 
body,” writes one commentator. 
“One reason for this good news 
is that extra supplies for the 
home market—some 3,600,000 
bottles—have recently been per- 
mitted.” And this has given rise 
to speculations about an increase 
in whisky advertising 
Both of these rumours are dis- 
counted by a spokesman of the 
Scotch Whisky Association. There 
was hardly likely to be any more 
than the present goodwill adver- 
tising as long as distillers were 
able to sell every bottle “over 
and over again,” he suggested; 
they were more likely to adver- 
tise for people with bottles 
of whisky willing to dispose of 
them! 

= —_—= — 
Mucn more likely than whisky 
to provide a publicity drive is 
milk. Of this commodity produc- 
tion goes on increasing while 

consumption is 
MORE MILK dropping, the cost 

of milk to the pub- 
PUBLICITY lic being, as the 
NEEDED trade admits, too 

high. Leaving aside 
the question of more milk by 
products, such as cream, which 
will not be available in any quan- 
tity ull next year, and cheese, 
for which there is a shortage of 
processing equipment, there is a 
widespread feeling in the trade 
in favour of the formation of 
something analogous to the pre- 
war Milk Publicity Council, in 
which the trade, the Govern- 
ment, the medical profession and 
others were interested. It is felt 
that this country could be made 
much more conscious of the food 
value of milk. 

—_— = — 
DETAILS OF 4 neW operation w 
sell British food products in the 
United States and Canada, backed 
in all cases by advertising and in 

some on 4 con- 
BRITISH siderable scale, are 

now being settled 
FOOD FOR by Mr. Patrick 
AMERICA Dolan, marketing 
consultant to the 
Hambro Organisation, who in 


this case is acting for. other in- 
terests as well as Hambro. 

_The products include sardines 
kippers, corned beef and other 
beef products, and the scope of 
the scheme can be assessed from 
the fact that it proposes outlets in 
New York, Washingon, Phila- 
delphia, Boston, Toronto and 
Montreal. Mr. Dolan, who says 
the method will be similar to that 
adopted with his recent schemes 
for pottery, textiles and carpets. 
describes it as a means of acquir- 
ing a whole new source of dollars 
for Britain. 


_—— £3-— om 


THERE IS INCREASING speculation 
in advertising circles about the 
new synthetic detergent for which 
Levers (who will not admit any 
knowledge of it) 
THE are rumoured to be 
AUTUMN planning a Th 
campaign. e 
WASH? name, it is said, is 
to be Surf. Levers, 
it appears, have made heavy 
bookings on a national scale ia 
the Press and on the hoardings for 
September, October and Novem- 
ber. Putting two and two to- 
gether, the assumption is that the 
new product may be launched 
then. Levers are also reported to 
be interesting themselves morc 
and more in cinema publicity. 


— —_— a 
One errect of the newsprint cut 
that takes effect in July may be 
to divert some advertising to the 
smaller provincials. This being 
so, those  con- 
PAPERS cerned with the ad- 
WITH SPACE Yertisement side of 
such newspapers 
TO SELL are anxious to dis- 
pel any impression 
there may be that it is next to 
impossible to get space in most 
provincial dailies or weeklies. 
Some, it is true, have full order 
books, and are likely to find it 
even more difficult, with fewer 
pages, to accommodate new 
business. This applies, in the 
main, to the bigger dailies and 
evenings, and to the prosperous 
weeklies covering county areas, 
where auction and public notice 
announcements, necessarily giveo 
priority, occupy many columns 
each week. But there are a large 
number of provincials, good 
sound papers, that can take more 
national advertising, and hope to 
get more very soon. 


THE BUYERS OF THE WORLD’ s BIGGEST STORES RECEIVE A PERSONAL Pace OF. 
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Published quorterly ~ next issue September. Black and White pages £/00 ; in full colour £150. 
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‘ OF THE PIONEER PLAS 
. 


Py Organiser of the coming 
va : BRITISH PLASTICS 


x EXHIBITION & CONVENTION 
e ) Olympia, June 6-16, 1951 


RGANISED by Britism Piastics and 
supported by the British Plastics Federation, 
the first trade Exhibition of Britain’s entire plastics 
industry is being held next year at Olympia. It will 
be open to all British ard Commonwealth firms who 
produce, mould or fabricate plastics materials, and to 
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ITH its 21st BirTHDAY NUMBER, 

published in July, Brirish Pastis is ~ 
returning to its pre-war format. Page size is 
being increased to 11)" = 8)", with 1.S.B.A. 
10” < 7° standard type area. A new and highly 
attractive cover design will be employed, with an 
extensive editorial section in full-colour, besides 
the usual number of 2-colour pages. Ber: 
Berrisk Prastics is the pioneer journsl and a 
leading authority in its field, providing autheri- 
tative information on all aspects of research, 
design, production and utilisation. Closely con- 
nected with the formation of the Plastics Institute 
and the British Plastics Federation, it has done 
much to promote the welfare of its industry. 


those who supply the industry with raw materials or 
equipment. A Comvéfition will run concurrently. 
Extensive publicity will attract the many thousands of 
industriahsts and trade buyers who will simultaneously 
be visiting the Festival of Britain. Full Exhibition 
details from the address below. 

BRITISH PLASTICS, DORSET HOUSE, STAMFORD STREET, LONDON, $.F.1 


. WATERLOO 3333 (60 LIVESy’ 
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POLICY PLATFORM 


Is The New-Style P.R. Unit A . 
Rival To The Advertising Agency? 


June 29, 1950 


A study of the scope and methods of a type of public relations organi- 
sation§thatJchallenges many concepts of orthodox advertising. 


HE rapid growth of public 
relations during and since 
the war has led to the 
development within advertising 
of a publicity instrument old in 
conception but new in applica- 
tion—ihe independently organised 
unit handling substantial accounts 
of its own 
Current controversy centres 
around methods employed to 
secure results in one small corner 
of the field of public relations 
Press publicity—and healthy 
rivalry is developing between the 
three types of organisation now 
»perating (apart from the special 
departments maintained by many 
large industrial and commercial 
undertakings): the advertising 
gency publicity department, the 
independent public relations con- 
ultancy, and what may loosely 
be termed the public relations 
gency, which may be the sub- 
idiary of a prosperous advertis- 
ng agency 
What is the scope of the public 
elations “agency” to-day? What 
re probable developments? And 
is the advertising agency likely to 
¢ faced, in the not too distant 
uture, with a serious rival? 


* * * 


HE answers to these questions 

are perhaps best provided by 
an examination of an organisa- 
tion typical of those following the 
established American pattern. 

The scope of activities is wider 
than that of the old-style P.R. 
consultancy. Even at this com- 
paratively early stage of devel- 
opment it embraces industrial 
relations, supervision of and co- 
operation in specialised film 
making, the launching of new 
journals, Parliamentary lobbying, 
retail sales research and advice, 
and assistance in the publication 
of house organs. This, of course, 
is in addition to the more routine 
work of publicising a number of 
undertakings wit household 
names. 

A P.R. unit of this kind may 
reasonably expect to have a score 
of good accounts. How much do 
clients spend? The smallest ac- 
count might amount to £100 a 
month, entitling a client to little 
more than advice, while the 
largest could run to several 
thousands a year. Judged by ad- 


verusing appropriation standards, 
these are small sums, but it must 
be remembered that there is no 
question of buying space. 


o * * 


RTHODOX advertising men 

and less imagnative P.R. 
consultants are critical not only 
of the set-up of such concerns, 
but also of the personnel engaged 
and the publicity methods em- 
ployed. Ex-newspapermen are 
said to be unsuitable, yet results 
show them in an entirely different 
light. They have proved their 
ability to apply commonsense to 
public relations, their news-sense 
telling them what the consumer 
wants and how he likes to* 
receive it. 

The ex-newspaperman is em- 
ployed in various capacities by 
the P.R. organisation. He may 
write stories for Press consump- 
tion, or he may feed publicity for 
clients to publications of every 
description through journalists 
with whom he has struck up first 
personal acquaintance and later 
friendship. The P.R. man who 
performs this function comes in 
for more than his fair share of 
criticism. But he gets results. 

It is impossible to measure the 
value of editorial publicity, Cut- 
tings may be evaluated at rates 
for the equivalent advertising 
space, but this is an unsatisfactory 
method of assessing worth. Not 
because purchased space has a 
value of its own, but because an 
editorial mention is generally 
accepted as being more valuable 
than the advertisement appeal. 

Mr. Peter Hope Lumley re 
cently, in ADVERTISER'S WEEKLY 
declared that “P.R. departments 

proudly announce that they 
have obtained so many inches of 
free editorial space valued, if 
assessed at advertisement rates, 
at so many thousands of pounds.” 
It is true that two recent claims 
have been made relating to 
editorial inches. But it is also 
true that the strongest protests 
against this practice came from 
other public relations people 
Their wrath was fired not by 
“puerile, grossly misleading” 
statements, but by fear that ad- 
vertisement directors might pro 
test that here was space for 
which good money should be 


paid and, with a hopeful eye on 
a future of newsprint plenty, de- 
mand an editorial embargo. 

In defence of the ex-newspaper- 
man and the handling of editorial 
publicity by an advertising 
agency department, Mr. David 
Grant has said that “nothing 
could be further from the truth” 
than any suggestion that the 
agency P.R.O. “uses his connec- 
tions as a lever” to get editorial 
space. Very few in the business 
of public relations would care to 
support him in that statement. 
Present-day practice reveals that 
the shortest route into a news- 
paper column is through personal 
friendship with the man who 
writes it. There is daily evidence 
of the success of the liaison man. 
Two examples: 

A slim booklet recetitly issued 
by a firm with a famous name 
was recently distributed to the 
Press by one representative of 
a well-known P.R. organisation. 
It was given notices in almost 
every important ,London and 
provincial newspaper and 
some more in the following 
Sunday editions. One of the 
populars in the four million 
circulation class gave it nearly 
half a page. All this was 
achieved through long personal 
contact, at the cost of a few 
drinks. The total space in- 
volved would have cost an ad- 
vertiser many thousands of 
pounds, 

A London daily 
issued an editorial instruction 
that proprietory products 
should not be mentioned, but 
personal contact between a 
journalist and a publicity man 
a few weeks ago led to the 
appearance of a quarter of a 
column quoting the name of a 
famous firm. It was a good 
story . but there would have 
been no name without the P.R. 
drill. 

However, there is a great deal 
more to public relations than the 
placing of editorial “puffs.” 

Parliamentary lobbying has 
long been a function of the pub- 
lic relations organisation, but 
many new types of account are 
now being undertaken. Absoro- 
ing work 1s being done under the 
heading of retail sales research. 
For example, a big department 


newspaper 


store is advised on the layout and 
sign-posting of its establishment, 
and on the effectiveness of dis- 
plays from the customers’ point 
of view. In one case, public re- 
lations men became shop assis- 
tants for an experimental period 
to gauge consumer reactions. 
Valuable work js also being 
done in the field of industrial re- 
lations. Manufacturers and com- 
mercial enterprises are advised on 
various aspects of staff relations, 
with the objective of increased 
production through happier rela- 
tions between workers and man- 
agement. And this means some- 
thing more than the publication 
of staff magazines and wall 
newspapers. The basis of all this 
kind of work is blunt truthful- 
hess, expressed to managemenis 
in straightforward reports after a 
simple, commonsense approach 
to whatever the problem may be. 


+ a « 


HOSE who have helped to 
create these new-style P.R. 
units see the way ahead very 
clearly. They visualise extensive 
concerns embracing their own 
comprehensive research depart- 
ments and film-making units. 
And the most ambitious of 
them anticipate the time when 
the advertising agency is some- 
thing of a subsidiary, per- 
forming little more than the 
mechanics of marketing, such as 
space buying, advertisement lay- 
out and art work. In these 
changed conditions the advertis- 
ing agency would work under the 
supervision of the public rela- 
tions advisors whose duty it 
would be to plan marketing and 
publicity campaigns from A to Z. 
This does not mean that 
agencies would on balance lose 
business. In fact, there is every 
prospect that they would benefit. 
Already large concerns (notably 
chain retail stores which spend 
nothing on advertising have been 
attracted by the service given by 
P.R. organisations—and it is only 
a short step further to an adver- 
tising appropriation handled by 
an agency. In any event, the most 
likely development is that agen- 
cies will anticipate the trend and 
adapt their organisations to 
meet changing needs, as some are 
already doing. 
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A man 
about the house 


Whether he does the job himself or calls in the decorators, he'll always have a say in the choice 
of paint. National advertising for products like Nine Elms Pure Paint, therefore, is aimed 
almost exclusively at householders, and Greenly’s Advertising show sound judgment when they 
book space for this famous product in the Sunday Pictorial. 

The Sunday Pictorial is essentially a family paper, and with a sale of over 5,000,000 every 
week, goes into millions of homes all over the country to be read by every member of the 
family on the day they have time to take things in and talk things over—things like what 


colour to paint the spare bedroom for instance. 


Sunday Pictorial 
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The Battle Of 
The Big Wash 


)}VERYBODY enjoys a con- 
test, whether it be a bathing 
beauty competition or a General 
Election, so I was not surprised 
when a reader wrote asking me 
to say which of the new washing 
powder packs I thought best, 
and why. Unfortunately, one 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


annot be categorical _ about 
ack designs; as with adver- 
isements it is often the one that 
reaks all the rules that achieves 
he most success 

Whatever else may be said 
mbout these packs if is quite 
obvious that they have all been 
eonsciously and deliberately 
ulesigned; their defects are not 


faults of negativeness or omission 
First prize for attention value 
goes to Tide. The makers of this 
entry for the washtub stakes 
determined that everyone should 
see their product even if they 
didn't like what they saw. 
Actually, it is not very difficult 
to design something that every- 
one will goggle at; no doubt you 
will remember the American 
undertaker who achieved world 
wide publicity by his “Beautiful 
Bodies” Advertisement, which 
depicted a lady in a state of 
eternal unwrap. The problem is 
to compel and hold attention 
whilst at the same time maintain- 
ing a Gignity which leaves no 
doubt as to one's upbringing. 
Anyone who, spotting a long lost 
friend just disappearing down a 
busy street has wondered how to 
hail them loudly and = with 
requisite gentility will understand 
what I mean. Tide shouts Oijh! 
from the shop-windows across the 
road so that every housewife 
cannot choose but hear, but in 
doing so they have sacrificed to 
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Fab (itself no shy contestant) the 
appearance of superior quality. 
There is no doubt that, besides its 
competitors in general and Wisk 
in particular the Tide pack looks 
vulgar. And vulgarity spells 
cheapness—even to a generation 
brought up on Hollywood slush 
and pulp magazines 

It is only fair to add that since 
Tide appeared in the shops at 
a time when housewives were 
already punchdrunk with “soap 
powder advertising they had 
either to make a louder noise 
than anyone else or get lost in 
the chorus 

A few months in front of Tide 
and into a world = already 
hardened by Mr. de Mille’s “it's 
stupendous, it's gigantic, it's 
terrific!” came Colgate’s Fab, to 
popularise yet another superlative 

‘it’s fabulous!” 

The lettering on the Fab pack 
certainly merits its description 
and has excellent display value 
The black circles at the sides link 
up when the cartons are displayed 
side by side, though I have yet 
to see any shopkeeper taking 
advantage of this ingenious 
device 

But when the tumult and the 
shouting dies it is not only shop 
displays that affect the sales of 
the newly fledged product, it is 
the impression made upon the 
housewife when she gets the 
carton home and puts it on the 
shelf. Both Dreft and Wisk can 
stand on the kitchen shelf with 
out giving offence to the eve 
indeed they are both quite 
pleasant to look at. But frankly 
the presence of the Tide pack in 
our kitchen at home would 
reduce my washing-up ventures, 
already spasmodic, to a centen- 
nial performance. The coldness 


“Whatever else may be said about 

these packs, it is quite obvious 

that they have all been 

consciously and _ deliberately 
designed.” 


of Wisk’s background colour and 
the somewhat spindly lettering re- 
duce its chances in the battle for 
the housewives’ washday choice, 
but otherwise | consider it a very 
effective design. If I were asked 
to bet my money would go on 
Dreft; it has more of the requi- 
sites of good pack design than 
any of the others—and—if you 
read these reviews each month, as 
you should do, you will know 
what these requisites are. Inci- 
dentally it is interesting to com- 
pare the baoks of these four car- 
tons. Here again I consider Dreft 
the winner. It makes an unusual 
and human appeal with its photo- 
graph of mother and daughter in 
a homely scene and the copy is 
clear and well laid out. But for 
sheer cacophony it would be hard 
to beat Fab’s “no soap can wash 
or keep your clothes as white as 
fabulous Fab can”! 
Ugh! 
7 - > 


ONLY A WEEK or so after 
Copytaster attacked those manu- 
facturers who exaggerate the con- 
tents of their packs by blowing 
up the container, Vaseline brought 
out this new shampoo which is a 
masterpiece of illusory guile. I 
think they have overdone it with 
the carton however; it is so un- 
necessarily large as to make the 
bottle seem small by comparison, 
and as the bottle is often dis- 
played next to the container, 
comparison is inevitable. Apart 
from using an air bubble at the 

(Continued on page 604) 
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LM Loblaw 


GENERAL MANAGER 


G. L. Me LELLAN, GENERAL MANAGER, 112 HIGH HOLBORN, LONDON, W.C, 
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(RH. PENNEY, Advertisement Director) Carmelite House London E.C.4 CEN 6000 
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Review of Packaging 


e & informative 


F amed for its deep, rich soil, Lincolnshire i: easily 
our greatest food-producing county. There's 
prosperity too im its busy industrial centres 
—in Lincoln, Boston and Grantham, in 
Spalding and Stamford. It's a fine 


market for your product! The best SS 


media? Undoubtedly the LINCOLN- 
SHIRE §«CHRONICLE and the 
LINCOLN, RUTLAND AND 
STAMFORD MeRcuURY. 

Corn and Cattle 
Beet and Bulbs 
Cement and Bricks 
Engines Machines 


“~~ 
THE 


RS 


LINCOLNSHIRE CHRONICLE 
Lincoln, Rutland & Stamford Mercury 


(Members of the Audit Bureau of Circuletions) 


ERNEST LUMSDON | London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 
167.170 FLEET STREET, LONDON. E.C.4 Tel: CENeral 3265 
Leeds Office Manchester Office 


Russel! Chambers Midland Bank Mouse, 16 Cross 


. Merrion Street | Street 
LEDS 2. Tel: Leeds 24996 Manchester 2 Tel: Blackfriars 3930 


base as wine 
sellers do, there is 
no other = trick 
Vaseline could 
have used wo 
stretch so small a 
quantity into so 
large a cubic areca 
The glass piled up 
at the side, the 
stretched out neck 
and the perched-oa 
cap all go to make 
a very little sham- 
poo take up an 
awful lot of space 

The label and 
carton are in the 
standard Vaseline 
yellow and white 
striped background with the 
brand name in white ona dark 
green base. This green band, 
by the way, by cutting right 
across the width of the carton de- 
tracts from its apparent height. 
Whether, under the circumstances, 
a belated modesty brought this 
about I would not like to guess. 
I must say the general impression 
of the design is one of light- 
hearted freshness and the theme is 
distinctive enough to avoid imita- 
tion and ensure repeat sales. 

. * * 


ONE OF THE most amazing 
features of our modern civilisation 
is the passion men now have for 
cutting off their hair. There have 
been many times in the past when 
short hair and shaven chins were 
fashionable but never has there 
been such universal condemnation 
of facial fungus as now 

How much Mr. Gillette contri- 
buted to this state of affairs js 
problematical, but the invention of 
the safety razor and the subse- 
quent and continuous high pres- 
sure advertising of razor blades 
must inevitably stifle at birth any 
move to restore beards to popu- 
larity. (Having himself once made 
a stand against the tyranny of the 
daily shave, your reviewer knows 
from experience what courage is 
required to defy the dictates of 
the razor makers. Fortunately 
the ensuing reputation of eccentri- 
city passed unheeded in a pro- 


Carton “is so unnecessarily large 
as to make the bottle seem small 
by comparison.” 


Shape of this pack is logical and 
attractive. 


fession where all the best men are 
a bit mad anyway). But the mass 
use of the safety razor has had 
one good effect-—it has lowered 
the price to a point where 
Gillettes can offer their razor 
complete with two blades all done 
up in a nice little box for eighteen 
pence. I like the shape of this 
pack; it is a logical shape and it 
is an attractive shape. One gets 
so accustomed to rectangular car- 
tons that it is refreshing to see 
something different, even if Mr. 
Gillette’s portrait does remain, 
bewhiskered, to remind of 
Gillette’s respectable, if hairy, 
origin, 


NEW BOOKS 


Dutch Advertising 
Year Book 


The latest issue of the Her 
Vrije Volk Year Book (first pub- 
lished in 1948) includes a num- 
ber of supplementary features 
Statistical charts, space for local 
advertisers from the more impor- 
tant Dutch towns and a table of 
contents. And, “for the conveni- 
ence of clients abroad,” there has 
been added an English version of 
the text. 

A beautifully produced volume 
displays a wide selection of ad- 
vertisements published during 
1949 It is interesting to note 
that many carly advertisers are 
still to be counted among clients 
of Holland's biggest newspaper, 
which is celebrating its golden 
jubilee this year 

In addition to being an ambas- 
sador for Het Vrije Volk, this 1s 
a valuable marketing aid it 
gives useful statistics relative to 
the nation’s consumer expendi- 
ture and provides a comprehen- 
sive picture of the style of news- 
paper advertisement most likely 
to sell in the Netherlands 

W.A.C 


Kinematograph Year Book, 
1950 (Odhams, £1 1s.) continues, 
in its 37th year, to be the authori- 
tative and indispensable yearly 
reference bodk for the film trade, 
covering its organisation and ac- 
tivities in nearly twenty sections 
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HELP BUT I CANNOT SWIM..” 


If you've ever had cause to curse indifference to the 
fate of your goods in transit, you'll understand 
why we give this honourable mention to our 
Despatch Department. A single mistake in a big 
despatch operation can quite easily produce mass 
hysteria. Very occasionally a little error does 
somehow creep in, but almost invariably mistakes 
are avoided, even in a complex operation like the 
one outlined in this letter from the Production 


* Department of a London advertising agency... . 


“I would like you to know that I appreciate the 


efforts of those of your staff who had dealings 

a campaign. I am particularly 
appreciative of the Despatch Department, that 
distributed some six hundred stereos. Some of the 
journals had not notified us of a change of column 
width, in consequence of which a rapid exchange 
of stereos was necessary. The Despatch Department 
did a good job in satisfying those who called at your 
offices for smaller plates."”" When you're handling 
large-scale press advertising campaigns, this 
reliability is quite a comfort. 


CaS CoMAVESONY  orserszercer te cere once 


PROCESS ENGRAVERS, ADVERTISEMENT TYPESETTERS, ELECTROTYPERS, STEREOTYPERS, CREATIVE ARTISTS & PHOTOGRAPHERS 


@ “Over the bridge you go.” 
“ Help but | cannot swim.” 
“ That does not matter ; tt 
a ratlway bridge.” 
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T takes two to make a 

romance, a quarrel and—an 
advertisement. For the last- 
named you need an advertiser 
and an advertisee! And unless 
the two are in accord—unless 
the former “puts it over” and the 
latter “gets it"—-your rectangle of 
printed matter isn’t an advertise- 
ment, it’s confusion! And so you 
get housewives saying they wont 
have So-and-So Soap in their 
homes, “it gives you B.O.” And 
dear old ladies at the time of the 
Fue! Economy Drive reading their 
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Slogan Contest Reveals 


PUBLIC iT ISN'T FOR GUYS 
LIKE US’ 

This is, ‘of course, no new 
doctrine or discovery. But it is « 
matter forcibly reminded to the 
writer in his recent examination 
of the entries submitted in a pub- 
lic slogan-making competition 
M. C.'d by this agency for the 
now nationally-advertised Tenbra 
tested underwear, knitwear anJ 
sportswear, 

These results reveal so low a 
level of public commonsense and 
intelligence; so deplorable a 
standard of spelling (even of the 


Mass Market Mentality * 


By D. M. BARRINGTON BREE, Copy Chief, Gee Advertising Ltd. 


let distributed through drapers’ 
and outfitters’ shops. Offering 
cash prizes: for winning slogans, 
the leaflet gave ful! details of the 
garments; explained what a slogan 
was, how it should be made; told 
folks to study examples in their 
daily papers; gave cxamples of 
both the catchphrase _ style: 
“Underwear or Slumberwear, 
TENBRA is “Tops!” and the 
directive style: “Keep Fitter in 
TENBRA!” 

Now let's be fair! “TENBRA” 
isn't an easy name to make with. 
It conjures up no picture; has no 
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playing with words but by study 
ing goods in service. 

Moreover, too, a good slogan 
should have a certain “shock” o- 
er a ye value—like “If it’s 

in water it's safe in LUX” 
of “That's SHELL—that was!” 

Well, we are shocked all right! 
—especially by the spellings. 

Of the 698 entrants, 49 spe'!t 
the product name TEMBRA: 
eight spelt it TENBA, three 
TAMBRA; and other name 
spellings (with the printed name 
right before them on the entry 
form) were: TEMBRO: TEBRA: 
TEMBA: TENDRA: TREN- 
BRA: TREMBRA.’ So it was 
just carelessness. Ali right then, 
what about these spellings: 

LUXERY, BROARD, REALI 
ABLE, DISTINGTION, BENI- 
FIT, TEMPRETURE, ECOMO- 
MISE. EVEVING, UNDWEAR, 
LEASURE, MEARSURE. 
STREACH, GUARENTIE, 
STICH, WETHER, NATUR- 
ALY, TRYED, CONVIDENCE. 

Nor were these all from back 


street illiterates—some of the 
entries were actually typed! Nor 
were they all from women 
(notoriously bad spellers! )}—47 
per cent of the entrants were 
men! And they came in from 
Bath, Cheltenham, Winchmore 
Hill, Morden, Letchworth and 
Maidstone as well as from 
Durham, Llianelly and Cardiff. 
Then what of the mentality, the 
grasp of essentials, the common 
(Continued on page 619) 


meters and saying, “O my dear, 
we're doing splendidly—we've 
passed our target already!” 

This matter of making one’s 
message clearly understood by 
the man-in-the-street and his wif:, 
is of the first importance in com- denominator of public intelli- 
iodity advertising. geng 

It should be written in every T 
gency copyroom; in every 
mgency director's hat; on every 
gency client's desk, that “IF IT’S 
‘OR THE MASS-MARKEI 


product's name), that it is though: 
timely to reiterate that well- 
known principle of advertising 
not found in any text book 

it's mass-market patter write it 
down to the lowest common 


rhyming value; lends itself to no 
smart cracks like “My Goodness 
my Guinness!” or “They're Back, 
they're Batchelor’s!” 

Nor did we actually need or 
want a new slogan. We had (in 
use) “TENBRA’s fine texture is 
the wear to have next you!” 
which if it isn’t perfect is at least 
usable Moreover, our belief 
about slogans is that the best ones 
are indigenous to and have roots 
in the product—are got, not by 


She's just one of 4,000, 000 big spenders— 
A BRIGHTER & BETTER 
BUYING MARKET 

IS HERE..... 


. 
She's your regular customer 
for everything dear to her heart — what she 


¢ competition, which was 
largely a research device to test 
public knowledge of the product. 
was not advertised in the Press 
but promoted by means of a leaf- 


likes today, she'll continue to buy 
— she is the modern teenager 


tomorrow 


Reach her through the new, enlarged issue of the magazine no 
Miss will miss “ DEBUTANTE” The new 
“ DEBUTANTE” makes its bow appropriately at a time when the 
Summer buying period is at its peak. National advertising will ensure 
the extra demand for the July issue — and the quality and interest of 
the contents will create an ever increasing demand amongst this ready- 


- published monthly. 


to-spend, habit-forming age group. 


DEBUTANTE 


or the girl of today and woman of tomorrow 
gt Ly 


£35 per page and pro rata. Press date 
area of page 10)" = 7}°. 


Sth of month preceding publication date. Type 
Specimen copy and rate card from : 

Advertising Dept.: “DEBUTANTE”, BUCKINGHAM PRESS LIMITED 
24 BUCKINGHAM STREET, LONDON, W.C.2 
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WITH EFFECT FROM IST IULY 1950: 


TAM'S FULL SERVICE 
10 COST 5% ON GROSS 


The agency commission granted by overseas publishers to 
accredited advertising agencies is not adequate remuneration for an 
all-embracing export advertising service. No agency, on this 
remuneration alone, can provide the kind of service a British 
exporter has the right to expect when operating in a competitive 
market. 

Should overseas advertising service be paid for at a higher rate 
than a comparable service in the home market? Intam believes it 
should. It is logical because it calls for extra know-how; because it 
costs more to operate, involving constant foreign travel by directors 
and executives to keep abreast of changing conditions; because it 
demands the maintenance of a chain of overseas branches, asso- 
ciates and representatives as well as an organisation at home. 

Is such a service really necessary? Intam believes it is. And we 
speak with experience, since we are currently conducting 
advertising for over a hundred British products or services and 
operating in no less than ninety-four territories. We have gone to 
some pains to gather to our colours what we believe to be among the 
best advertising and marketing brains to be found in the major 
markets of the world. We know that without this network our 
clients’ interests could not be served as they now are. 

This, briefly, is our justification for the fee of 5 per cent. on gross 
expenditure in press advertising which we propose to charge for 
our full service with effect from 1st July, 1950. 


LONDON OFFICE: 


ASSOCIATE HOUSES OR REPRESENTATIVES IN ATHENS, BANGKOK, BEIRUT, BOMBAY, 


MEXICO CITY, MILAN, 


JUAN, SANTIAGO, SHANGHAI, SINGAPORE, STOCKHOLM, SYDNEY, 


INTAM LIMITED - INTERNATIONAL ADVERTISING AND MARKETING 


BRUSSELS, BUENOS AIRES, CAIRO, CAPE TOWN 
CARACAS, COPENHAGEN, DURBAN, HELSINKI, HONG KONG, ISTANBUL, JOHANNESBURG, LAUSANNE, LIMA, LISBON, MADRID, MANILA 


MONTREAL, NEW YORK, NICOSIA, OSLO, PARIS, PORT OF SPAIN, RANGOON, RIO DE JANEIRO, ROTTERDAM 


ease fe eee 
following : 


and recormmendations on any aspect of 
the market from Intam’s branches, 
associates and representatives in 39 dif- 
ferent countries ; jations with the 
Bank of England’ on all questions relating 
to currency permits for advertising ; the 
planning and administration of Press 


typesetting and proofing, proof correction, 
supervision of process ving, distrib- 
uuon of printing is aa to publishers, 
checking of insertions and supply of 
voucher copies ; consultancy with London 
office and the overscas tien on 
public relations activitics on all matters 
relating to radio, cinema, poster, direct 
mail and all forms of publicity other than 
press advertising. 


ie Amete Game are Campa ge Ge 


Finished artwork, photography, print- 
ing blocks, typesetting, matfices and 
plastics required in connection with the 

uction of press advertisements. 


accredited agents receiving discounts 
from suppliers at the — ty 10 per cent. 
on artwork, Mography, ¢ ung, 
process cae matrices andl iaeaen 

per cent. on electros and stereos. 
Translations of advertisement text are 
charged to the advertiser at nett cost. 
Intam also charge at nett cost all airmail 
— and air freight charges involved 

despatch of printing material to 
associates or publishers overscas, as well 
as the cost of cables sent at the adver- 
tiser’s request. 


Cost estimates are submitted in each 
instance before proceeding with work on 
the following : 
Production of radio programmes, pro- 
duction of advertising films, design and 
printing of advertising literature, direct 
mail matter, display material and posters, 
market surveys. No extra fee is incurred 
in booking of radio time, cinema screen 
time or poster sites, Intam retaining as 
remuneration the discount allowed by 
radio stations, cinema circuits and poster 
site owners to accredited practitioners in 
— Consultancy on all such 
on matters relating to market 
research are included as a part of Intam's 
full service. 


112 PARK STREETWI! . 


SAN 


TEL AVIV, TOKYO, TORONTO, WELLINGTON AND WILLEMSTAD 
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ADVERTISER'S WEEKLY 


| 


is a magazine with a great reputation and a great reserve of 

good will. Millions of men and women read it every week; 
they like the pictures and trust its responsible comment on public affairs; and 
their preference naturally extends to its advertisement pages. The national 
advertiser consistently uses these pages; and the retailer knows that the brands 
he sees there are the ones he can sell. So far, so good. But PICTURE POST 
has not left it at that. PICTURE POST also enables advertisers to link the 
good name of both medium and product to the best advantage — by using the 
PICTURE POST Merchandising Service... 


PICTURE POST is the first publication in this country to offer advertisers 
a Service on this scale, a new development in British advertising. 

Its object is to enable advertisers to get the greatest possible benefit 

from their advertisements in PICTURE POST. This is not just a 
showcard service, but a fully developed and tested MERCHANDISING 


SERVICE, based on a comprehensive range of selling and shopping aids — 
SHOWCARDS, DISPLAY STANDS, WINDOW AND COUNTER 


BILLS, WINDOW STICKERS, LABELS, TICKETS, 

TIE-ON TAGS, ADVERTISERS’ FOLDER AND LEAFLETS, 
CROWNERS, CARTONS AND CARRIER BAGS 

— with ‘ extras’ if need be — all available at cost. 
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This material is varied yet sufficiently standardised to hand on to 
advertisers the benefits of speed, flexibility, and economy gained by long 
runs which they themselves would not wish to undertake. 


Use of the Service will depend on — a normal minimum of 1,000 outlets; 
supplies of the product adequate to meet the increased demand; and the full 


co-operation of advertiser, agent and, of course, the shopkeepers. Only a 
certain number of operations will be accepted in a year. 


Normally, PICTURE POST will ensure that advertisers have exclusive use 
of the Service for 2 weeks before and 3 weeks after publication week of the 
advertisement; 6 weeks in all. . This is to ensure maximum benefits to 


all users. 


The Merchandising Staff of PICTURE POST is ready to advise and 
help advertisers in planning and operating a campaign. 


. II I~ 
SG 


MERCHANDISING 
SERVICE 


Hulton Press Limited, 43-44 Shoe Lane, London, E.C4 Central 7400 
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Pick’s opening statement 

that exhibitions have proved 
their worth as an advertising 
medium, but I am afraid that is 
the only statement he makes 
with which I can agree. 

In fact I am going further in 
stating that I am surprised that 
he should have thought proper 
to criticise an exhibition before 
it has been held. 1 refer to the 
Food Exhibition, Olympia 

As an exhibition manager, |! 
am sure none of my colleagues 
will disagree with me when I say 
we welcome criticism; but let us 
have fair criticism. To copy 
another designer's drawing of one 
small feature in an exhibition. 
and then to make the statement 
Pick makes, is most unfair. 


Purpose Of 
A Shell Scheme 


Beverley does not state in his 
article whether he refers to public 
shows or trade shows. There is 
a great deal of difference. and 
I am referring in my answer only 
to trade shows. 

The purpose of a shell scheme 
is two-fold 

(1) As a safeguard for exhi- 
hitors against the ever-increas- 
ing costs of exhibitions-—about 
which so many articles have 
been written. 


| FULLY agree with Beverley 


(2) To give the exhibition a 
neat and tidy appearance as 
a whole. 

An organiser favours a shell 
scheme because of these two con- 
siderations only—not because he 
wants to make regulations more 
restrictive. 

Pick's criticism of the Furniture 
Exhibition is easily answered 

Twenty-cight designers were 
invited to submit designs for a 
shell scheme. They were selected 
as being representative of firms 
of the greatest repute and experi- 
ence, whose reputation in the ex 
hibition world cannot be excelled 
In order to ensure anonymity, all 
names were obliterated from the 
designs and a body of astute 
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Is Beverley Piqued? 


asks CC. INGHAM RHODES, well-known exhibition 
manager, in a forceful reply to Beverley Pick’é plea in 
ADVERTISER'S WEEKLY of May 25 for more freedom for 


exhibition-stand, designers. 


business men—twelve in all— 
were requested to select the best 
three, 

Cost also plays a very big part 
in the selection of a shell scheme 
for a trade show, and I feel sure 
that Pick would shudder if 1 
asked him to design a stand, con- 
sisting of platform, lino, painted 
fascia board, columns, partition- 
ing and muslin roof, which could 
be produced for under 6s. a %.. ft. 

A show can be called success- 
ful when 90 per cent of the exhi- 
bitors have full order books. 

Orders can only be given by 
buyers. 

So it is the aim of every organ- 
iser to get as many buyers present 
at an exhibition as he can. Buyers 
come to inspect as many exhibits 
as possible all housed under one 
roof. They come to compare 
prices, to find out what is new, to 
examine workmanship; and I say 
here and now, without fear of 
contradiction, that no buyer 
worth the name would be influ- 
enced in bis choice by standfitting. 

After reading Pick’s remarks 
about the Furniture Trades’ Ex- 
hibition, | asked the buyer of one 
of London's largest furniture 
stores whether he would be influ- 
enced by stand design. His reply 
was: “If 1 saw one of my manu- 


facturers spending four or five 
times the money his rivals had 
done, I should say to him ‘If you 
can spend such a sum in order 
to sell your goods you can reduce 
your prices’.” 

That buyer spends a quarter 
of a million a year on furniture. 

With reference to the illustra- 
tion of a typical shell stand at 
the recent Furniture Trades Ex- 
hibition, perhaps | may be 
granted a few accepted principles: 

The nominal overall height 
must of necessity, in an exhibi- 
tion of this type, be limited to 
11 ft.-12 ft. 

The lessees of the building, 
quite apart from practical 
considerations, rightly restrict 
contractors from wiring fascias 
to the existing structure, and it 
necessarily follows that a span 
of 20 ft., preserving a line, is 
the limit to which one can 
reasonably extend. Therefore, 
at these intervals, it is a con- 
stractional necessity to intro- 
duce supports. 

The drawing showed a stand 
the supports of which were ap- 
proximately 20 ft. apart, granting 
that the height limit had been ob- 
served, 


Pick says: “/f the principal 
purpose of an exhibition is to sell 


{Tella Co. photograph 


When a section of exhibition—as distinct from one isolated stand— 


is viewed, a different idea of the 
(British Furniture Trades Exhibition.1950.) 


shell stand system is obtained. 


June 29, 1950 


advertiser's goods then the shape 
and layout of stand should be 
determined by the nature of ex- 
hibits on display, and by that 
only.” 

The exhibitors are displaying 
furniture. How many rooms ex- 
ceed 20 ft. in length? Surely they 
approximate 12 ft. and, therefore, 
why should not an exhibitor sub- 
divide his stand to give to the 
viewer the idea of an effective 
layout that his products can 
achieve in a normal room? 

In my opinion, an exhibition 
stand, whether shell or free de- 
sign type, should be a frame to 
heuse an exhibit. The design of a 
structural masterpiece will not 
persuade a prospective buyer that 
the goods displayed therein are 
of equal merit. In fact, such a 
stand may distract the attention 
of a buyer from the goods. But 
this opinion is based on my ex- 
perience with trade shows; public 
shows are another matter entirely 

Beverley refers to big-scale ex- 
hibitors who use experienced 
designers. He overlooks the fact 
that the majority of exhibitors 
are not large organisations able 
to make ambitious schemes, but 
small firms who are not in a posi- 
tion to spend more heavily than 
they do now. 

He also states that impressive 
standfitting provides stimulation 
for buyers. There are much 
cheaper methods of providing 
stimulation for buyers, should 
they require it. 


Stands Proving 
Their Worth 


Again, he claims that it has 
been proved that better business 
is done in shows where there are 
no restrictions. If he has greater 
access to such statistics than an 
organiser I should be greatly 
surprised, for it is the organiser 
and not the designer who knows 
the reaction of the exhibitor and 
the buyer. The fact that more 
and more shell stands are being 
used, and will be used in the 
future, only goes to show that 


NOAH HAD THE RIGHT 


PHOTO-LITHO 
SILK SCREEN 
PRINTING 
LETTERPRESS 


IDEA!!! 


All under one roof!!! Bs'RANS 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.! 
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ORGANISATION: 


— 
— 
— 
Cons 
op 
= 


CIry 


CITY DESPLAY ORGANJTSATION is a group of eight companies devoted 
to the design, production and installation of Window Displays and Exhibitions of high 
quality. 

Its activities range over the whole of Great Britain and seventeen countries overseas. 
Its work is evident in thousands of shop windows and most big exhibitions in this 
country as well as in many international trade fairs abroad. 

Its principal clients are Government departments, industrial federations, important 
manufacturers and national advertisers. It caters too for exhibitors with modest budgets. 


Its business grows bigger each year because it provides a service which is conscientious 
and complete. 


Information may be obtained from: Central Office—Iddesleigh House, Caxton Street, London, 5.W.1 
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Is Beverley Piqued?—continued 


you oced, supplied by people with a wide experience 
@ Complete range of our 

own Fashion Boards— 

9 w choose from 


@ Entire Range Winsor 
& Newtons’ fine coiours * 
and Brushes 


@ Tracing — Deval and 
Cartridge Papers 


@ Dry Mounting Service HOL 


COLYER & SOUTHEY LTD 
17°18 TOOK'S COURT*CURSITOR STREET-E'C-4 


ARTISTS AND 


STUDI 


PHOTOGRAPHERS 


BRIGGS: 


EALING 2924 


se note that at long last we 


emises at West Ealing. 
ices and Works will now be 
ntralised in the one building, our 
tput capacity will be increased 
siderably, and our usual prompt 
vice and careful attention will 
maintained at all times. } 
Note our new address :- 
FOSTER & C@. (oiseiay) LTD. MUSeum O70! 
Specialised Silkscreen Printers | Esteblished 


Road, West Ealing, W.13 


PA lewich Kored Studios 
EALING, W.5 


LONDON orice 
NEWMAN YARD. wi 


1910 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N.I9 
ARC: 1178 & 3469 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


hy S VAUXHALL BRIDGE ROAD 
A-S.W.1.TEL. VIC 0912.3 


LITTLEWOOD 


=== sTuoDIOS = 

DRAwinas FOR ADVERTISING | FIGURE 

& STILL-LIFE - CUT-OUT DISPLAYS - SILK 

SCREEN PRINTING - LETTERING & 
SHO WCARDS. 


1S Trinity St., Huddersfield Phone 5555 


while. The very minute an organ- 
iser feels that they are not 
wanted he would be a fool to 
foist them on his clients. 

The article also suggests that 
an exhibitor could be given the 
choice of a shell stand or a free 
design. Everyone interested in the 
exhibition world is fully aware 
that such a scheme is impossible. 

In order to minimise the cost 
of standfitting (which, incident- 
ally, is the aim of every organ- 
iser), a standfitter can only base 
his figures on the amount of 
square footage he will be given. 
His price will vary by a matter of 
shillings per sq. foot, if you give 
him 3,000 sq. feet or 50,000 sq. 
feet 

Lastly, Pick’s statement respect- 
ing electrical work is very unfair. 
If any electrician told clients that 
“theirs was not the only stand 


Mobile 


(Tella Co. photograph 


Another view of the Furniture 
Exhibition, showing a variation in 
the shell system. 


in the exhibition,” his business 
would be very short-lived. If this 
happens with any exhibition with 
which I am associated, I would 
appreciate my being informed at 
once. In fact, if any contractor, 
either standfitter or electrician, 
did not show the courtesy which 
is traditional between dealer and 
clitat he would not be in the ex- 
hibition business very long. 

That is one of the reasons why 
the more successful organisers 
issue a list of official contractors. 
They are out to safeguard their 
clients, who are indeed their 
bread and butter. 


Sorry, Beverley Pick. 1 think 


the answer js in the heading! 


Showroom Takes Hoover 


Into The Countryside 


The Hoover mobile exhibition 

a new departure in electrical 
appliance presentation—takes a 
showroom right into the country. 
A fully equipped demonstration 
theatre-on-wheels, it shortly 
begins a tour of attendances at 
the principal county and agricul- 
tural shows, halls and rural insti- 
tutes all over Britain It will 
enable country dwellers to see 
demonstrations of all Hoover 
products—the vacuum cleaner, 
the electric washing machine, and 
the fractional horsepower motors. 


It also offers a continuous film 
show. 

Self-contained, the exhibition 
takes the road in two large cara- 
van trailers (constructed by 
United Caravan Builders), towed 
by 2-ton Fordson trucks, and 
depends on local sources for 
electricity and water mains only. 
It provides its own hot water 
supply, drainage, drying cabinets, 
office, dressigg room and other 
necessary services in addition to 
1,800 sq. ft. of display and 
demonstration space. 
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THE GALA 
EXHIBITION 
EQUATION 


* OLICY brief plus display 

designer plus architect 

& plus contractors equals 

good selling design minus head- 
aches.” 

By means of this deceptively 
simple equation, Gala of London 
Lid. have solved the problem of 
how best to display and sell their 
products at exhibitions, and, in 
doing so, have evolved a unified 
system of point-of-sale display. 

Their method is this. Selling 
cosmetics largely depends upon 
the character of the firm, the 
goods, and the appeal to buyers 
which, once decided upon, is 
built up by advertising, packag- 
ing, point-of-sale material, and 
so on. With this “character” as 
the basis, Gala decide on the 
sales policy of the year. Once 
policy is fixed, it is the job of the 
publicity department to find out 
the best means of dramatising it. 
And here we come to the core 
of the Gala plan. It can be called 
the Rule of Three. 

Working hand-in-glove, and to 
a taut brief, display designer 
(Max Rolfe), architect (Norman 
Branson, A.R.1.B.A.) and con- 
tractors (Yeomans & Partners), 
produce exhibition stands which 
quickly and crisply put over the 
current sales policy, and which 
are unmistakably identified with 
the house of Gala. 


This showcard for Decopine Germi- 
cide incorporates a cardboard bottle 
which may be folded into the place 


occupied by the actual bottle. 
Produced by the Robert Freeman 
Co. Ltd. for Iwano Accessories Ltd. 


Above: 

ideal Home Exhibition. Below: 

The Gala shop, Burlington 

Arcade, This “Lip Line” window 

shows an adaptable display, based 

on advertising, for store and 
chemist use. 


The Gala stand at the 


All three are steeped in the 
Gala “character,” and display 
designer Rolfe—tiaison man be- 
tween the team and the publicity 
department—-has already put 
them wise about the year’s policy. 
Designer and architect produce 
the finished stand design together. 
Gala say (and they should know) 
that it pays this way. Though 
many argue that one designer is 
enough, they find both to oe 
essential. Otherwise, they say, 
the one might drag in display by 
the ears, and the other sacrifice 
a selling point to purity of form 

The finished design goes to the 
contractors, and between them 
and the architect there is very 
close liaison thenceforward. Yeo- 
mans have a gang of skilled 
craftsmen who have come to dote 
on “the Gala job,” and who to 
gether give the stand the sort 
of finish one generally associates 
with permanent shopfitting. 
Seven coats of paint go on the 
counters, and each day of the 
exhibition there is a maintenance 
check 


the stand is ready to be dressed, 
with the display features in place. 
Each showcase, cach counter is 
then dressed according to blue- 
print. There is all that the sales 
woman needs, all that the public 
can easily see—and no more, The 
blueprint is kept handy, so that 
after the daily dusting, everything 
is put back in its exact place 
Thus, the stand never becomes 
“tatty.” 

That is the Gala method for 
exhibition stands. But the com- 
puny go further than this 
Designs for their Burlington 
Arcade windows, point-of-sale 
material for retail stores and 
chemists—all have the same 
unity. All put over, basically, the 
Gala character and, on top of 
this, to-day's sales policy. 


Two days befofe the opening, 
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Designers 


WATER COLOURS 


Mistletoe Green and the unusual Myosotis Blue, fulfil all the require- 
ments of the artist and designer. Prove their excellent qualities and 
give your work that extra brilliance so vital to attractive designs by 


REEVES & SONS, LTD. “rr 


13 Charing Cross Road, London, WC2 178 Kensington High Sereet, Loadon, WE 
acaneds 120 Richmond Street West, Toronto 


(BARNET) LIMITED 
167 HIGH STREET - BARNET « HERTS. 
TEL. BAR. 3222 
May we put our experience at your disposal 
Specialists in Display and Design 


Actual Manufacturers of 


UNITS, SALES AIDS, SIGNS, 
STANDS IN ALL METALS 
INCLUDING WROUGHT IRON, 
TIN BOX MAKING. 


DISPLAY 


Displays by Morey mean increased sales 
Our Aim: Quality combined with economy 
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_— GUTS THAT MEAN nn BE | 


OUR ILLUSTRATED CATALOGUE IS NOW 
AVAILABLE SHEWING AN EVEN GREATER 
RANGE OF ADVERTISING GIFTS 
* 

Please write for your copy now or telephone CE Ntral 1812/3 
for a representative to call 


+ 
R. SCULTHORP & CO. LTD 
BLACKFRIARS HOUSE, NEW BRIDGE ST., E.C.4 
THE PEOPLE WITH A GIFT FOR ADVERTISING 


Studio Seven 
Limited 


47 RED LION STREET~- W-C:l 


TELEPHONE: HOLborn 9357-8 


SPECIALISTS IN DESIGN AND 
PRODUCTION OF BROCHURES, 
CATALOGUES AND SALES 
PROMOTION MATERIAL. 


ASTRAL ARTS GROUP LIMITED 


24s, Vauxhall Bridge Road, London, 8.W.1L Ted. : Vie. 5303/6 


LESS ETE: LEE AONB § TA 


SILK SCREEN 
PRINTING 
From a Double Crown Poster 
to a 48 Sheet 
Let us quote you! 
CLARKE BROS. 
26 THE GREEN, TWICKENHAM 


PHONS! POPEBSGROYVE 502: 
Established nearly 4 years 


fen Geeo RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT , - 


REGINA STUDIOS SIGNS & DISPLAYS LTD 
1 wo ? 


STOe BORO HANWELL Ww 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 
ROBINSON 
STUDIOS, LIMITED 


{72a Plough Rd., Battersea, S.W.! 
Tel. Nos. Bettersec 5300 & 4886 


DISPLAY & COMMERCIAL ART 


A “Wine Bottle” 


With Lead 


HE illustration (right) shows 

one of the ingenious “give- 
away” novelties now being put 
on the market by J.N.P. Adver- 
tising Ltd. 2 Middle Street, 
E.C.1. The “wine bottle”—about 
2 in. high—conceals in its in- 
terior a pencil which can be 
simply and quickly removed and 
screwed into place ready for use. 
The bottle has a brass neck and 
Bakelite body, on which the ad- 
vertiser’s name and address may 
be engraved. 

Mr. Pinkus, director of J.N.P. 
Advertising Ltd., claims to be 
able to make this type of 
pencil in any rounded shape, 
e.g., radio valves, clectric lamps, 
sparking plugs, and so on, Price 
of the “bottle” pencil varies from 
3s. 6d. to Ss. cach on orders over 
1,000 


ESIGNED for Llandudno 
Publicity Association by 
Tattersall Advertising Ltd., and 
printed in three colours by John 
Waddington Litd., the showcard 
illustrated here has so far been 
dispatched to 500 travel agencies 
and 200 motor coach operators. 
Publicity manager for Llan- 
dudno Corporation is F. W 
Jefkins. 


(Keystone photo 

HE new Ronson Firebronze 
flint point-of-sale display is 
printed in crimson and black on 
white Plasboard. It is delivered 
to Ronson retailers in two parts, 
packed flat, and assembles easily 
by means of a slotting device. 
Three recesses permit the display 
of actual flint packs. The de- 
signer was W. M. de Majo, M.B.E. 


NE of the most recent dis- 

plays done by Beverley Pick 
for the Regent Street windows of 
B.O.A.C. is illustrated below. Its 
theme is the slogan “B.O.A.C flies 
to all six continents,” the figures 
in the display apertures being 
dressed to typify one of the coun- 
tries in cach continent. 
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Our new Mechanised Screen Printing Factory is 
producing long runs of high-grade Colour Printing 
for many famous National Advertisers. Orders for 
Showcards, Sales-Aids and Window Displays can be 
produced in 3 to 4 weeks. Prices are reasonable 
because we require no colour blocks and we prepare 
ourown “make ready”. Ask us to show you samples 
of this completely new process, also the new DAY- 
GLO fluorescent colours now the rage in U.S.A. 
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Those who build bridges or 
gasholders or other things too 
big to dump on the back seat use 
photographic enlargements to 
show them to the few who need 
to buy. They do so from 
necessity. Even gasholders, we 
assume, have to be sold. 

The manufacturers of motor 
cars, radio sets, and food and 
drink, also use photographic en- 
Not for the same 
reason. But with the same object 
—sales. 

You can be sure that photographic 
enlargements would send your 
sales curze upwards. Is this an 


largemenis 


The Autotype Co, 
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iS AN IDEA 


idea you have seriously con- 
sidered? 

People of all ages love pictures. 
Autotype enlargements, in all 
sizes up to So sq. ft. in one 
piece, in monochrome or brilliant 
colour, steal the crowd in exhi- 
bition halls, shop windows, 
showrooms, travel agencies. . . . 
If the idea seems to you to be 
worth pursuing get in touch with 
Autotype. Their considerable 
specialized experience in this field 
is unique and their resources 
without equal. 


AUTOTYPE* 


Lid, Brownlow Road, West Baling, London, W.13. Baling 269! 


The Only E: adlesive Personal Gift 


Your product reproduced in miniature as a writing 
instrument with name or trade-mark etc. engraved. 


Any commodity copied pro- 
videng it has a rounded surtace 
cylindrical, conical, 
spherical, eve. This can be in 
gradients, The type of articles 
which lend themselves are: — 
valves, bottles of al! shapes, 


_, 


bulbs, spark-plugs, cans, fire- 
extinguishers, water-heaters, 
etc., in various materials and 
colours such as plastic and 
brass. Our technical staff will 
submit drawings and costings 
PREE 


ANOTHER J.N.P. EXCLUSIVE NOVELTY 


originated by and obtainable only from 


J.N.P. (apventisinc) LTD., 2 Middle Street, E.C.1 


MET 8322 


DISPLAY & COMMERCIAL ART 


Hundred Ton 


HE main feature of this year’s 

Royal Tournament, held at 
Earls Court for the first time, 
reflected credit on display 
designers whose services were 
employed in camouflaging the 
entire west end by scenic 
effects. 

The centrepiece comprised a 
cliff 85 ft. wide by 55 ft. high 
and had heavy gates set in a 
centre opening. Flanking this 
were canvas murals cach 78 ft. 
by 56 ft. Above were murals 
248 ft. by 23 ft. 

Scenic effects were provided 
by T. Robinson Studios Ltd., who 
were also responsible for the 
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Display Piece 


Music” at tie Ideal Home Exhi- 
bition. 

Erection time, including the 
entire painting of the centre cliff, 
was limited to eight days. This 
effort will be appreciated when 
it is realised that the centre cliff 
and scaffolding weighed 100 tons, 
and canvases 1} tons, and the 
gates nearly one ton. 

Scaffolding was carried out by 
Scaffolding (Great Britain) Ltd.; 
concrete by F. de Jong & Co., 
Ltd.; canvases, gates and paint- 
ing of cliff by T. Robinson 
ae te, ee ate 
structed the amphibious craft 
employed during the show. Earls 
Court Ltd. were responsible for 


murals in the “Gardens of alli rigging. 
Silk Screen Forum... 
HIS month's question for 


Peter Mytton-Davies is: 

We have a photographic de- 
partment in the silk screen shop 
and use carbon tissue photo- 
stencils as well as _ profilm. 
Would we do better to use a wire 
gauze rather than a bolting silk? 
Several of our tables are equipped 
with double floating bar frames. 
Can we get a wire gauze finer than 
is obtainable with bolting 
cloth? 

Considering your last remarks 
first, we note you are using the 
floating bar type of screen which 
is excellent, especially for large 
work. This method keeps the 
silk tighter than the ordinary 
fixed frame. Have you yet tried the 
kind of frame which is adjustable 
on all four sides and which is 
also capable of not an inconsider- 
able degree of purely local ad- 
justment? This kind of frame 
would help, especially since you 
use a lot of photographic stencils, 
as it will often enable the correc- 
tion of mis-registration due to 
shrinkage of either stencil or 
stock. This last difficulty is 
usually greatest when paper has 
been stored in reel. 

Whether wire gauze is better 
than bolting cloth is open to 
question. It is possible to get a 
finer mesh with a phosphor 
bronze gauze, if you can obtain 


a supply of this in this country. 


Stipulate plain weave and not 
twilled weave and the. specifica- 
tion of the finest which is made 
is as follows: 250 meshes per 
inch having openings of -0024 in. 
width with wire of “0016 in. 
diameter. This gives the pro- 
portion of open space in relation 
to total screen area as 36 per 
cent, If using wire cloth do not 
wash up with cleaning solutions 


which contain strong lye mix- 
tures or acids. which attack 
metals. 


If content with a coarser wire 
cloth you could try one having 
180 meshes per lineal inch, which 
would compare with, say, a num- 
ber 20 bolting silk. The wire for 
this gauze is -0023 in. diameter 
with openings of -0033 in. width 
giving 35 per cent of open space 
in relation to total stencil area. 

These wire cloths generally 
come in widths of 12 in. to 30 in. 
which may be too narrow for 
large screens and a bolting silk 
such as number 18 or 19 would 
serve the purpose better as photo- 
stencils will adhere to silk more 
readily. The gauze would last 
much longer if it was handled 
with care and not dented. 

For profilm stencils we sug- 
gest using bolting silk (full weave) 
double x numbers 7 to 12. e 
first mentioned has 6,724 meshes 
per square inch and the last has 
15,376. 
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GUARANTEED MINIMUM CIRCULATION 100,000 


Festival of Britain 1951 


LONDON SEASON 
 IOF THE An to 


MAY—JUNE I9f1 


* 


Official Souvenir Programme 


* 


There will be a LONDON SEASON OF THE ARTS during May and June 1951 specially 
organised under the auspices of the Arts Council of Great Britain to complement the 
Festival of Britain 1951. This will embrace theatrical, ballet, operatic and musical 
performances, special art exhibitions in national and private galleries, poetry readings, etc. 
The Official Souvenir Programme, produced for the Arts Council, and published in February 
1951, will cover all these activities and will also contain articles by outstanding authorities 
in these fields. 


el & 


PUBLISHED FOR THE ARTS COUNCIL OF GREAT BRITAIN BY LUND HUMPHRIES 


Requisitions for advertising space should be made to :— 


Major Duncan Shaw 
Messrs. Lund Humphries & Co. Ltd. 
12 Bedford Square, London, W.C.1 
Telephone : MUSeum 7676 
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IN BASIL SHELDON the 


British Poster Advertising 
Association has chosen a man 
of parts as its president. In 
addition to being director and 
manager of Sheidons Lid., Leeds, 
he is a competent amateur actor, 
and a cricketer of no mean 
ability, as his valuable batting 
and wicket-keeping in the match 
between his association and Scar- 
borough College bore witness. A 
member of Leeds Art Theatre 
Committee, he has played such 
roles as Nicholas in “Dear 
Octopus,” and Tom Armstrong in 
the Doris Keene play “Romance.” 
As befits a director of a pion- 
eering firm like Sheldon’s, he 
holds strong, forward-looking 
views about the outdoor advertis 
ing industry. “We are out two 
make outdoor advertising a pic- 
ture gallery in which every adver- 
tiser will wish to be represented,” 
he tells me, Great strides, he 
believes, have been made since 
the war in improving standards. 
and further schemes are afoot 
Sheldon is fortunate in having 
a wife who combines great charm 
with real artistic ability. Her 


Mainly Perdsonal— 


By CONTACT 


water colour “Jonquils” was hung 
in the Royal Academy of 1932. 
Not surprisingly, she also does 
poster designs for her husband's 
other interest, the Leeds Ar 
Theatre. I have no doubt she will 
be equally an asset to her husband 
in his presidential duties. 
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TEN editors, five managing direc- 
tors, eight advertisement mana- 
gers (exclud- 
ing two 
“joint”), and 
five adver- 
tisement 
dire ctors- 
those are the 
people under 
wih 


om 
wy we 
Savill, as- 


sistant ad- 
ver tisement 
manager, has 
served dur 
ing the half- 
century with 
the Daily 
Mail which he will complete on 
‘uly 1 He has seen the Muai/ 
nrow from a 989.255 (number 


E. W. H. Savill 


* ADVERTISING MANAGER’S CORNER 


Progress Report 


Why should our history and progress interest you? 
Simply because it can spell the end of your head- 
aches over display material. 


After all, people have been handing their display 
worries over to us for 38 years, and we have 
naturally learned a lot about the subject in that 


time. 


Visit our showrooms and see for yourself what we 
are doing for some of the largest national adver- 
tisers, and you will realise that our service can be a 


big help to you too. 


AMistinclive showcards, clover cub-culs ty 


HARRIS 


THE 


FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30 KINGLY STREET, LONDON. W.! 
REG 1295-6 


Tel 


printed) to its present A.B.C. cir- 
culation figure of 2} million. 

The highest advertisement con- 
tent he has ever made up was in 
1928—97} columns in a 24-page 
paper. One of the earliest fea- 
tures he remembers—in 1933-- 
dealt with wireless and was wire- 
lessed from mid-Atlantic. 1934 
saw the first “straight” 28-page 
issue. What would you say is the 
greatest example of the foresight 
of Northcliffe and Rothermere? 
Ernie Savill has always been im- 
pressed with their wisdom in 
opening the Newfoundland mills 
(in 1909) 

Originally, Ernie qualified in 
architeeture, but was prevented 
by a severe illness from follow- 
ing that career, and went to the 
Mail in answer to an advertise- 
ment Since the days when 
Wareham Smith put him at the 
counter taking smal! classifieds =t 
twopence a word, he has moved 
around, always on the ad. side. 
and for 25 years has been in 
charge Of advertisement make-up 
on contracts. During the past 
half-century he has. of course. 
noticed great improvement in 
working conditions (as on most 
papers) and in the regard shown 
by the managerial side for the 
staff. The fact that managers and 
deputy managers no longer have 
to wear top hats must be a weight 
off their minds! 

That Erhie still looks well after 
a life of hard work is, he says. 
a tribute to the way his wife has 
looked after him. He does not 
contemplate retirement in the 
immediate future 
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DURING the three years Harry 
Webber has held the position of 
Publicity Of 
ficer to the 
C orporation 
of Aberdeen 
the city's 
prestige as a 
tourist? 
centre has § 
Steadily risen 
and an all- § 
time record 
was estab 
lished in 
1949. This 
year, he tells 
me, an even 
stronger Harry Webber 
campaign 
has been conducted, including 
Press advertising, hoarding and 
railway station advertising and 
window displays throughout the 
whole of Britain 

Webber has spent all his busi- 
ness career in publicity and ad- 
vertising. He joined the publicity 
department of the White Star 
Line in Landon in 1921, leaving 
in 1930 to establish his own or- 
ganisation dealing with travel 
publicity 

During the war, as staff officer 
in the Royal Engineers (Move- 
ments Branch), Webber became 
Commandant of the Port of 
London and Tilbury. He later 
saw service in France and Ger- 
many, reached the rank of lieut.- 


A. Campbell Gifford, advertising 
manager, British Bata Shoe Co., 
Ltd. (standing), with the Gold 
Coast athletes. 
7 


colonel and was awarded the 
M.B.E. 

Webber has been publicity 
officer at Aberdeen since leaving 
the Forces in 1947. Now, as 
chairman of the Publicity Club of 
Aberdeen, he is, among his other 
activities, taking a leading part 
in the vigilance movement in 
Scotland. 
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THE ARRIVAL in this country 
of the Gold Coast Amateur 
Athletic Association team gave 
A. Campbell Gifford, advertising 
manager of the British Bata Shoc 
Co., an opportunity to foster 
goodwill for his company’s five 
shops in the Gold Coast area 
through one of those timely 
touches that mark the good pub- 
licity man. 

The accompanying Bata photo- 
graph shows the team at the fac- 
tory at East Tilbury. They were 
shown all the processes of manu- 
facture and later presented with 
walking shoes, special training 
boots of the type developed for 
the Arsenal F.C. last season, and 
white canvas shoes of a type 
specially designed for the African 
market 

To ensure that this gesture was 
widely known in the Gold Coast. 
Gifford sent a special edition of 
the company’s weekly paper, The 
Bata Record, by air to Accra for 
distribution through the retail 
shops in that area. This will be 
followed by a display embodying 
photographs taken during the 
tour of the works. 


WEEKS WISECRACK 


~ 


“My secretary is so dumb 
she thinks a space-ship jp 
a launch full of media 
managers.” 
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SLOGAN CONTEST REVELATIONS 


understanding 
under 


of people who, 
detailed guidance. could 
submit under their own 24d. 
stamps, nonsense-lines like the 
following, as scrious efforts at 
slogan-making? These are just 4 
sample of the 2,126 slogan sug- 
gestions submitted 
he Wise 
TENBRA! 
Christians Awake and wear 
TENBRA! 


Virgins wore 


Superb!—say TEN BRA!w) 
Hielan’ Lads! 

Rupert Bear in TENBRA 
wear! 


What keeps Father calm is 
TENBRA! 


You won't cqitch me in 
TENBRA! 

Nothing to fear — it's 
TENBRA dear! 

TENBRA soft for Tiny 


Tots with tender Bots! 

ARBNET is best whichever 
way you look at it! 

The neighbours see Family 
TENBRA whenever Mother 
hangs out! 

No more streached garments 


with TENBRA! 


TAMBRA Made Maid 
Tambra! 

Ten brands in one-—-TEM- 
BRA Underwear! 

Some are vegetarians—whv 


not a Tenbrararian’” 

Garments for Armaments— 
wear TENBRA! 

1 -2-3-4-5-6-7 - Make - Mine - 

TENBRA! 

Birds have cosy nests 
kiddies TENBRA Vests! 

Don't be bowled or stumped, 

TENBRA hits out! 

Test-tested TENBRA_ on 
vour torso! 
and this “gem” 
Should March winds 
and TEMBRA show 
The naughty eye will beauty 
spy! 

Admittedly, we were asking 
plenty, perhaps, with a name like 
“TENBRA.” Admittedly, con- 
testants were small-town peopie 
from whom we could not expect 
much But they are just the 
people mass-advertising jis written 
for and makes its appeal to! And 
if these entries are samples of the 
way their minds work it isn't a bit 
of use our reasoning with these 
people nor telling them about our 
merchandise in descriptive poly- 
syllables. R 

This point is proved by one of 
the mere dozen entries (out of the 
whole 2,100) which show any 
real merit or understanding, or 
which even approximate to 
slogans “having roots in the pro- 
duct.” The entrant, a woman, in- 
geniously takes the six letters of 
the name T.E.N.B.R.A. and com- 
poses this effort: 

Tenbra Encourages 
Body Respiration Always! 

This is, of course, one of the 
things that TENBRA Garments 

and the slogan is an apt 
description of the goods in ser- 
vice. But words like “Respira- 


blow 


Natural 


(Continued from page 606) 


tion” aren't slogan words and the 
phrase, though tue and clever, 
has none of the drive nor lilt of 
“Have a glass of GUINNESS 


when you're tired” or “Good 
Mornings begin with GIL- 
LETTE.” 


At least a score of contestants 
had a go at this method of phrase- 
making with the name's initial 
letters But the ingenuity-plus 
had mostly ludicrous results. For 
example ; 

Try enjoying now. brighter 
reputable array to entain 
natural benifit restock again 
those easy neat briefs readily 
acclaim TENBRA ensures newt 
buoyant radiance always TEN- 
BRA enables nation buy reli- 
able articles. 

One last feature of note is the 
eXaggeration indulged in by some 
of the contestants—an interesting 
point in view of the fact that we 
practitioners of advertising are so 
often accused of over-painting. It 
would appear that the public are 
either less restrained than we are 
or, by example, they have, like 
Shylock, “bettered the instruc 
tion.” For certainly no respon- 
sible agent would ever suggest, no 
canny advertiser sponsor, such 
claims as 

Millions are 
TENBRA 

Wear 
slender! 

If you've never worn TEN- 
BRA you've never worn under- 
wear! 

Lengthen your life by wear- 
ing TENBRA! 


changing to 


TENBRA keep 


One of the ancient Roman 
philosophers coined a phrase. 
Mundum vult decipi (“The 


World loves being deceived”). It 
would appear from the foregoing 
that we advertising people, lean- 
ing over backward to avoid mis 
statement, err gn the side of in- 
definiteness and restraint 


AFTER BUSINESS HOURS 
“Seagulls Over 


Sorrento’ (Apollo) 


Life on the mess deck ‘of a dis- 
used wartime naval fortress on 
an island at Scapa, now con- 
verted into an experimental 
base, is crude and incredible. But 
when AB Ronald Shiner goes 
into action a8 a so-and-so sea- 
cook with continuous broadsides 
of cockney chatter, the sting is 
removed even from the sudden 
and violent death of a brilliant 
young scientist. 

The intrusion of a few serious 
moments—respect for the dead 
hero and the inevitable lapse into 
political moralising-—fail to spoil 


a feast of fun which, in the Shiner 
tradition, should run for years 

Tight-lipped William Hartnell | 
fits perfectly into the uniform of 
an unpopular petty officer, and 
his performance is as immacu- 
late as his jacket.—W.A.C. 


A Magazine for country lovers and 
travellers, a magazine for all to enjoy at 
home and on holiday—a certain MUST 
for advertisers seeking to reach the ever- 
growing market of holiday travellers and 
those who spend their leisure time in 

the countryside. 


SPACE IS STILL AVAILABLE 
FOR THE ALL IMPORTANT 
AUTUMN CAMPAIGNS 


——- 


Rates and other details from 


Peter M. Eastwood 
Advertisement Manager, 
20 Buckingham Street, Strand, 
London, W.C.2 
Telephone: TRAfalgar 2527 


| 
| 
} 
| 
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‘Observer 


Q§ fives complete coverage 


J “Observer ’’ Buildings 
Bridge St, Walsall 
—_— wwe ce a 


—— oe oe oe -4 
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(NEWS) 
OPSA DATA 


SAUDI ARABIA— 

“Al Bilad ef Soudieh”’, 
of Mecca. 

Circulation is now given 
as minimum 4000 per issue. 


JORDAN— 

“An Wesr”, of Amman. 
We have been appointed as 
Sole*Advertisement repre- 
sentatives in Great Britain 
as from June 9, 1950. 

All Particulars on Middle bast Press trex 

GEORGE YOUNG 


OVERSEAS PUBLICITY © SERVICE AGENCY ["" 
0 Fleet S.Landon.£04 Cen 549467870 
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ADVERTISER'S WEEKLY 


fF INTERNATIONAL PRINTING 
ave you seen the No. 2 


current issue of... | ee eee 


present and future trends of colour photography as applied 
to printing. The subject is examined from the technical as 
well as aesthetic viewpoint. 


Printing for Export : Rt. Hon. Harold Wilson, President 
of the Board of Trade. 

Colour Photography as Applied to Printing : 

Advertising : Sir William Crawford. 

Fashion : Alex Kroll. 

Publishing : P. V. Daley. 

Reproduction : H. J. Jarrold. 

Camera ; A. L. Cook. 

Degrees of Fidelity : K. N. Morley. 

New Light Sources for Studio and Process Work : W. F. 
Griffiths. 


| 

Agfacolor in the Technique of Printing : Dr. H. Berger. 
Colour Correction and the Black Printer : 3. A. C. Yule. 
| Modern European Book Design : 
' 

| 

| 

| 

| 


...if not there’s a 
copy ready to be 
posted to you-NOW! 


As I See Things : D. H. Baskerville. 
Subscription 20s. per annum. Single copies 5s. (postage 6d.) 


Descriptive Brochure sent on request 


International Printing, Cowgate, Norwich 


If you have, you know why 
for over 40 years BUSINESS has 
been FIRST CHOICE of advertisers 
in the fields of administrative and 
industrial equipment. 


If you have not however, as an 
experienced advertising man prob- your money ! 
ably no amount of convincing 


‘copy’ would persuade you .. . but Here's a money-saving way 
anes : — oe to explore the countryside around your 
examination of the current issue of Sitesi tlnetihes Sones, tocesinadhien 
BUSI NESS will. and visit all the places of interest. 
Ask for a Holiday Runabout Ticket at the 
When you have seen a copy station when you arrive and enjoy 
a : five to seven days of unlimited travel at 
of BUSINESS we feel you will fully greatly reduced fares. Holiday Runabout 
appreciate its potential importance Tickets are available at all the big resorts and 
t and slients many smaller ones too. 
o you and your clients. Get the pamphiet on Holiday Runabout 
Tickets from your nearest 
railway station today. 


BRITISH RAILWAYS 


Send for your copy and rate card to-day 


Write or telephone to-day : 
The Advertisement Director 
BUSINESS : 180 Fleet Street, London, E.C.4 
Telephone : Chancery 8844 (15 lines) 
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June 29, 1950 


CURRENT ADVERTISING 


Lever Accounts For L.P.E. And J.W.T.: Masius And 
Fergusson To Take Over Vacuum Oil: Tokalon Moves 
Again: Three Griffiths Hughes Products To Garland 


ACCOUNTS MOVING 


Knight's Castile soap will be 
handied by London Press Ex- 
change (id., and John Koight's 
Farmly Health soap by J. Walter 
Thompson Co., Lid., from Octo- 
ber 1, 1950 These Hudson & 
Knight account moves are stated 
to be a further step in the re- 
distribution of the accounts of 
various associated companies of 
Unilever, begun some years ago. 


To Masius & Fergusson Lid.: 
Vacuum Oil Co., Ltd., manufac- 
turers of Mobiloil, and Mobil and 
Gargoyle lubricating oils and 
greases, from September 30. An 
institutional campaign soon to ap- 
pear for the balance of the year 
will remain for that time in the 
hands of Pritchard, Wood 
Partners Ltd, 


To Clifford Bloxham & Part- 
ners Ltd.: All Tokalon products, 
from September |! The agency 
has for some weeks been handling 
the introduction of a new 
Tokalon lipstick in nationals; thia 
campaign goes into magazines 
and provincials shortly 


To S. T. Garland Advertising 
Service Ltd.: Nationa) Press ad- 
vertising for Digestif Rennies, 
Radox bath salts and cubes, and 
Kwells ‘travel sickness preventa- 
tive (all products of E. Griffiths 
Hughes Ltd.) from July 1. 


NEW ACCOUNTS 


To 8. C, Peacock Ltd.: A new 
domestic product of Standard 
Brands Ltd., of America and 
Great Britain. No details are 
available yet. Standard Brands 
market Royal baking powder and 
desserts, Chase & Sanborn “Seal 
Brand” coffee and other products, 
advertising for which continues 
to be handled by alter 
Thompson Co, Ltd. 

To L. Graham Browne Adver- 
tising, Birmingham: Canning’s 
jam, Evening News, Star, Grocer, 
Grocers’ Gazette, John Bull and 
Londen Suburban and Hone 
Counties Press 


To Gee Advertising Ltd, 
Leicester: H. T. H. Peck Ltd. 
manufacturers of Pex socks and 
stockings. 

To Ripley, Preston & Co, Ltd.. 
Manchester: Kennihgs Ltd. and 
subsidiaries, multiple motor dis- 
tributors and agents (nationals, 
provincials and trade Press) 
Midland Counties Motor Finance 
Co. Ltd. (motor trade publica- 
tions) Belstaff Manufacturing 
Co. Ltd., specialised clothing and 
sportwear manufacturers (sport 
and clothing trade Press)—-Tow 


Ropes (Leigh) Ltd., manu- 
facturers (motoring is). - 
Whipp & Bourne Ltd. electrical 
switchgear makers, (shipping and 
technical Press and print). 
Ritchie (Isle of Man) Lid., 
multiple shoe factors (national 
dailies and weeklies). 


To Gordon Hargrave & Co.: 


Royal Decree sherry made by 
Jarvis, Halliday & Co. Lid. 
National dailies, provincials, 


London evenings, Tatler, Illus-. 


trated London News, Sphere. 
Country Life, Field, Sport and 
Country, and trade Press. The 
campaign is placed by special ar- 
rangement through Stuart Adver- 
tising Agency Ltd. 


NEW_ CAMPAIGNS 


For Tide, Hedley detergent, 
test schemes in orwich and 
er Agents: Young & 


For Yardley & Co., Ltd. to 
introduce feather pressed powder, 
in “class” women's magazines (in- 
cluding full pages in colour), and 
Puach, Country Life and Tatler. 
Agents: W. S. Crawford Ltd. 


For Dunlop hot water bottles, 
in Daily Herald, Daily Express. 
Daily Mail, Daily Mirror, Daily 
Graphic, News Chronicle, News 
of the World, People, Sunday 
Dispatch, Sunday Express, from 
November - January. Agents: 
Charies F. Higham Ltd. 


For the new Spontex cellulose 
sponge, made by Sponcel Ltd., in 
Radio Times, women's journals, 
59 provincials and trade Press 
Dealer aids have been designed 
by Mr. T. Mann of Sponcel Ltd. 
and there is also a seven-colour 
showcard. Agents: Crane 
city Ltd. 

For the new Pye “black screen™ 
tel-vision. in London evenings, 
provincials, and trade Press; ex- 
tension later contemplated. 
Agents: Arks Ltd. 


For Rotary Hedge Cutters cf 
Bylock Electric Ltd., in gardening 
journals. Agents: Fredk. Aldridge 
Ltd. 


For Decca Record Co., Ltd., to 
introduce long-playing records, 
in national dailies, Sundays, and 
music, educational and general 
entertainment magazines, begin- 
ning with half page Evening 
Standard on Tuesday this weck 
and followed on successive days 
by a 13 im. x § cols.. Daily Mail. 
half page Daily Express, and 
half page Evening News. Cam- 
paign is to be concentrated into 
the period ending July 
Cinema slides have been pre- 
pared. Dealers have been sup- 


plied with 10,000 posters listing 
a selection of records available, 
a similar number illustrating some 
of the new instruments, and 300 
special display stands have been 
distributed. Dealer co-operation 


is being encouraged by a free 
block service. Agents: Tait 
& Partners Lad. 


Por Grafton Anti-Shrink dress 
fabrics for 1950-51, in home and 
overseas trade journals, women's 
magazines and dressmaking 

nodicals; and for Grafton 
urnishings, in home and overseas 
trade journals and home maga- 
zines. Agents: Dudley Turner 

Vv Led. 


For the new Wyvern Princess 
fountain pen, in national dailies 
and provincials, Agents: G. 8. 
Royds Led. 

For Red Heart Canned Dog 
Food, introducing a new pack, 
in Radio Times, Picture Post, 
illustrated, John Bull, Punch, 
Good Housekeeping, Woman's 
Journal, Dog World, Our Dogs, 
Daily Express, Daily Mail, Daily 
Telegraph, News of the World, 
Sunday Express, Sunday Pictorial, 


ADVERTISER'S WEEKLY 


Bibby Not To Back 
‘Pat’ With Ads. Yet 


J. Bibby & Son Lid. have 
entered the synthetic detergent 
field with Pat, which is now be- 
ing nationally distributed. Trade 


circulars and point of sales 
material have been pared by 
the manufacturers io advertis- 


ing agents have been appointed, 
and the question of advertising is 
stated to be “in abeyance.” 


Sunday Times, Evening News, 
Evening Standard, Birmingham 
Mail, Bristol Evening Post, South 
Wales Echo, Glasgow Evening 
Times, Hull Daily Mail, York- 
shire Evening Post, Liverpool 
Echo, Manchester Evening News, 
Newcastle Evening Chronicle and 
Nottingham Evening Post, Agents 
a & Sons tea. Liverpool 
office. 


For Dr. Jenner's indigestion 


lozenges, in cinemas. Agents: 
Laurance ertising 
Service Lad. 


For Earlywarm blankets, made 
by Charles Early & Co., “in 
national magazines and South 
African, Rhodesian and East 
African media. Agents: T. B. 
Browne Ltd. 


For the toys of Abbey Corin- 
thian Games Co., and introducing 
a new range of Bendy toys, in 
national dailies, Sundays and 
London evenings during autumn. 
Agents: Strand Publicity Ltd. 


PUBLICATIONS NEWS AND NOTES 


The Journal of Commerce and 
Shipping Telegraph has published 
with its June issue a supplement 
commemorating the Port of 
Sunderland and South Docks 
centenary. Page size is 174 in. x 
10} in., allowing for a huge 
double-spread map showing the 
development of the docks in the 
last hundred years. Cover carries 
an acrial photograph, and there 
are many illustrations to the his- 
torical and industrial articles. Of 
the 22 pages plus covers, about 
half are advertisements, mostly 
shipping and heavy engineering. 
Work on the supplement was not 
started till the end of April. 


From the July 7 issue the scope 
of Architect & Building News is 
being widened to give more pro- 
minence to the professional em- 
ployer, operative or manufac- 
turer, and producer of building 
products. 


Royal Show number (June 30) 
of the Farmers Weekly contains 
for the first time 100 pages, of 
which 60 are classified and display 
advertisements, some of them in 
four and two colour gravure. Also 
included is a four-colour editorial 
feature showing the various soils 
to be found in the redlands of 
North Oxford, where the Royal 
Show is being held this year. 


lliffe’s Britikh Automobiles 
and British Cycles and 
Motor Cycles Overseas have, with 
the co-operation of Customs and 
Excise, issued a folder giving a 
detailed survey of Britain's export 
of cars, road vehicles, motor 
cycles, and cycles, to 112 coun- 
tries. 


The second edition of the 
Industial Year Book, 
= by Arrow Press Ltd.. 

ighton Buzzard, will appear 
next lanuary. It will contain 
amendments and additions sug- 
gested after publication of the 
first issue, carly this year. The 
Year Book, which is sent free to 
subscribers to Industrial Finish- 
ing, contains a directory, and 
technical data on paint, paint ap- 
plication, electroplating, vitreous 
enamelling, galvanising and other 
finishing processes. 


Tailor and Cutter, priced 6d. 
for the past eight years, goes up 
to 9d. with its July issue. 


The 1950 Edition of the Direc- 
tory of the and Allied 
Trades, published this week by 
Wheatland Journals Ltd., runs to 
more than 380 pages -the largest 
ever. It carries over 250 adver- 
tisements, many in colour. 
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the very heott 
filades 


The organised efficiency 
within the Chancery Lane 
works of CHARLES and 
READ contrasts strongly 
with the old London 
around it. Here modern 
photo-litho-offset 
equipment with the best 
of raw materials and an 
alert and able staff, 
produces better, brighter 
printing for British 
advertisers and their 
agents. 


£7 Chancery Lona WE 2 
TELEPHONE: HOLBORN 28682 
ry, 
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Northern D. Telegraph 
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Yorkshire B. Press 


P= § - ¢ 
pengeeegee! 


PPB titi 


SPLSVVREVS! 2! 


ae 
lt must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 
In many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
occupied in one copy. 


Catholic Ireland’s National Weekly 
T-AOIAR 


es If you want to sell to women 1) 
in the Leicestershire area, use et 
the “Illustrated Leicester Chronicle.” Its a 


paper that women study the whole way 


through: there's no doubt whatsoever that the gets into 80,000 homes “s 


Chronicle is a strong-—and consistent—sales influence THE LARGEST & retin, 
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MEDIA SPACE RECORD Continued) 
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SPACE IN COLUMN INCHES 
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Blackpool Gazette & 
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Brighton & Hove Gaz 
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When more than one edition ts published, figures are for main edition only, 


How The B.P.A.A. Came About 


The origins of the British 
Poster Advertising Association 
are entertainingly described in a 
brochure, How It Came About, 
compiled by Mr. Cyril Sheldon, 
whom Mr. George T. Mills, for 
eight years president of the Asso- 
ciation, describes in a foreword 
as the “Boswell of the industry.” 

Mr. Sheldon, a grandson of 
Edward Sheldon, of Leeds, presi- 
dent in 1867 of the United King- 
dom _ Billposters’ Association, 
describes the steps that led to the 
formation of that body in 1861, 
the founding of the rival British 
and Irish Bill Posters’ Associa- 
tion, the amusingly ferocious 
slanging match between the two 
organisations in their journals, 
and the ending of the 34-years’ 
feud in 1889 by their merger 
into the United Billposters’ Asso- 
ciation, renamed in 1926 the 
British Poster Advertising Asso- 
ciathon. 

Out of the 220 firms in the first 
Directory (1861) there are six 
whose direct descendants are 
represented in the 1949 Directory; 
their present names are: PF. 


Moody & Co., Ltd., Bath; Green- 
halgh & Bleakley Ltd., Bokon; 
Sheffields Ltd. Birmingham; 
G. W. Whitehouse & Son Litd., 
Dudley; Sheldons Ltd... Leeds; 
and Alexander Scott's Poster 
Services Ltd., London. 


On Friday last, members of 
the British Display Association 
were told some of the -secrets of 
using flowers in display by Julia 
Clements, author of the recently 
published book “Fun with 
Flowers.” 


“AD. WEEKLY” ON 
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WE PRINT for the ADVERTISER 


PLAN YOUR PRINTING NOW 
A ‘first-class Printing job demands ‘ first-class’ 
ing well ahead of delivery requirements. 
Avail yourself of our long and varied 


advertising 
print for the Advertiser and the Publisher of books. 
® Ring CITY 3485,6 e 


Our representative will be pleased to call to discuss 
your problems and to explain how we can help you. 
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29 WATLING STREET, LONDON, E.C.4 
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The paper is « satural choice for advertisers 

appealing both to the town and country people in 

the beart of Lancashire 

preted and published in Chorley and 
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industrial giants like the Royal Ordnance Factory 

and Leyland Motors, and which was siso the home 

of the Lancashire Agricultural Show Cerutted 
A.B.C. weekly sales 17,061 


-E.W.PLAYER LTD: 


30-32 FLEET STREET - E-C-4 CENrna.2786-7-8 
The London office for some of the best media in the country. 
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THAT Doris Richardson, pr 
dent, Women’s Advertising ve tub 
of London, and director and ad- 
vertisement. director, Norman 
Kark Publications, gave 4 
tecorded broadcast interview to 
— on — afternoon. 

* 
THAT Sonbea Bateman, joint 
Managing director, S. P. 
O'Connor advertising agency, and 
for many years hon. secretary of 
the Women's Advertising Club of 
London, is undergoing treatment 
at Mont Dore, in the South of 
France, 

* * * 

THAT Brian L. Baker, deputy 
advertisement manager of Truth, 
and chairman of the social com- 
mittee of the Regent Advertising 
Club, has been presented by his 
wife, Betty, with a daughter 
(Andrea). 

* * * 
THAT the staff of Young & 
Rubicam Ltd. are going for their 
annual trip on the Thames on 
July 4—American Independence 
Day. 

a * * 


THAT Borge Rasmussen, of 
Politiken, and a leading member 
of the recently formed junior 
section of the Danish Advertising 
Association, has been visiting 
ndon. 
* * * 

THAT Peter Coley has again 
taken on the duties of Press 
offieer to the Regent Advertising 
Club, 


THAT Eddie Wills wil! be pre- 
sented with a past-president's 
jewel at the meeting of the Press 
Advertisement Managers’ Asso- 
ciation on Wednesday 

. a 


THAT Stanley Morison, typo- 
graphical advisor to the Cam- 
bridge University Press, The 
Times and the Monotype Cor- 
pomme Lid., is to receive the 
onorary degree of Doctor of 
Letters from the University of 
aminghem. 
* 

THAT Herbert Ss. nigten: of 
the public relations department, 
Boston City Council, arrived in 
Dublin recently on a tour from 
the US 

* * * 
THAT Gordon H. Procter, of 
the media department of Erwin, 
Wasey Ltd., has become a father. 
His wife gave birth to a boy, John 
Howard Adlington. 

* * > 


THAT the recent Booksellers’ 
Association conference passed a 
resolution deploring that = 
eee nd 85 per cent of pu 

shers’ Press advertising fails to 
state that books advertised can be 
obtained from all book sellers.” 


STITCHCRAFT 


is more than read 


— it’s nee 


292,227 COPIES A MONTH 
£168 a page— 

Type area 8}” x 6” 
Advertisement Manager 
8S. H. BOWDEN 
Stitcheraft Ltd. 

Great West Road 
Brentford Middlesex 
Telephone EALing 6283 


THAT Andrew Milne, general 
manager, Drapers’ Record, will 
speak on “The purpose of trade 
papers” at the third summer 
school of the Wholesale Textile 
Association to be held at Oxford 
from July 1-8. And— 

* * * 
THAT F,. Murray Milne, public 
relations officer to the W.T.A., 
will brief the quiz teams. 

* * * 
THAT Dunlop have sent £250 
to the British Export Trade Re- 
search Association. 

- * * 
THAT E. Pillers ha» 
become editor of Underwear and 
Stockings, published by Circle 
Publications Ltd. 

* * * 
THAT Paul Gould has left the 

roduction department of John 
ait & Partners Ltd. 

* * * 
THAT for their annua! outing the 
staff of Glovers Advertising 
(Bristol) Ltd. recently spent the 
day in London. They lunched 
with V. Pethick of V. Pethick 
Ltd., Glovers’ associate com- 
pany. 

* * “ 
THAT four prominent British 
advertising men, recently invited 
to a ceremonial breakfast at 
8 am., found they had to sing 
in public before getting even a 
cup of coffee. And 

* * * 
THAT of more than 100 shapely 
legs stretched beneath the tabie, 
theirs were the only ones ch 1 
in trousers. 

. + * 
THAT the history of printing 
since its invention 500 years ago 
is illustrated at an exhibition now 
at the Library of Trinity College. 
Dublin. 

* * * 


THAT W. H. Goodchild has been 
appointed representative in Great 
Britain for the Grote Provinciale 
Dagbladen (Holiand). 
_ * * 
Leslie Hardern, 
relations officer of the North 
Thames Gas Board, has been 
elected a member of the Housing 
Centre Trust. And 

* * * 
THAT at a _ recent Housing 
Centre Conference on “The Next 
Fifty Years,” at Brighton, he took 
the chair for a “Scrap Book” 
feature when representatives of 
local authorities showed film 
slides of their best housing estates 
and flats 

+ * * 


THAT the Racine Sunday Bulle- 
tin (Wisconsin, U.S.A.) recently 
carried in its classified columns 
the announcement: “Like new, 
16-gauge shotgun for sale, cheap 
Also wedding dress with veil.” 


THAT public 


June 29, 1950 


G. K. Le Fevre 
manager, “Daily Mirror’ (left) 
and Jack Blanch “ Daily Express.” 
toasting Pat Swallow, for whom 
the Robert Freeman Co. gave a 
party, which extended to two 
evenings, last week. Miss Swallow 
has been with Robert Freeman 
ten years, for she worked with 
him while he was managing 
director, Erwin, Wasey & Co., 
and went with him when he 
started his own agency in 1947. 


~ Sly Alan Herbert 
For B.F.M.P. Jubilee 


Sir Alan Herbert, Sir David 
Maxwell Fyfe and Dr. W. R 
Matthews, Dean of St. Paul's, are 
to attend the Jubilee Luncheon of 
the British Federation of Master 
Printers, at the Dorchester Hotel, 
Park Lane, on on July — 


Champagne Got 
Them Publicity 


Simplex Electric Co., Ltd. 
obtained considerable publicity 
at the British Electrical Power 
Convention, held recently at 
Harrogate. To all the delegates 
they sent a quarter bottle of 
champagne. National and pro- 
vincial newspapers carried the 
story, using headlines such as 
“Champagne runs more freely 
than Spa water.” 

Mr. D. N. Dale, advertising 
manager, says: “Everyone knows 
that the waters of Harrogate, al- 
though highly curative, are not 
pleasant to take. We decided to 
bring our own sparkling waters.” 


Wine Map And An 


* . 
Invitation 

Blumenthals Ltd. U.K. 
cessionaires for Ayala 
pagne, Croizet cognacs, 
Rocher liqueurs, have published 
a wine map of France, which ts 
being widely distributed, with an 
invitation to British tourists tuo 
visit the establishments of their 
principals. 
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. duly 5. 
» Sates Manacrrs 
Connaught 
James Lenton on 
Disappearing Barriers.” 
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Peess ADVERTISEMENT MaNacers 
AssociaTiOn address by H. R&R 
Davies, director, Newspaper Socicty 
at Council Chamber. Advertising 
Association 110 Pleet Street 
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Latest Picture Of The 
Home Market 


HE first post-war edition of 

this *book is a worthy suc- 
cessor to the two previous 
editions which appeared in 1936 
and 1939. It contains a wealth 
of facts and figures in easily 
digestible form which will be of 
use not only to marketing execu- 
tives of manufacturing firms, but 
also to intelligent students of 
contemporary British social life. 

Because no census of popula- 
tion has been taken for twenty 
years there is a keen demand for 
figures which convey the tre- 


By Max K. Adler, 
D.Sc.Pol., B.Se(Econ.) (Re- 
search Section, Odhams Press 


mendous changes which the 
population of this country has 
undergone. The book covers this 
ground adequately and presents 
some data not accessible else- 
where. It discusses the composi- 
tion of the population both for 
the whole country and for its 
regions, the changes in size, the 
main conurbations and agricul- 
tural areas, the households of 
Britain, the redistribution of 
incomes as a consequence of the 
war, the regional cover by the 
Press, and gives other useful facts. 
There are many excellent charts 
and the book is produced in an 
admirably clear way. Especially 
useful to the marketing man is 
the table of conurbations trans- 
cending the administrative bound- 
aries of the great cities, and indi- 
cating the connection of the areas 
which are formally outside the 
towns and yet belong to them as 
a compact whole. 

Having said all this, yet some 
criticism is needed. Although 
the layout of the book faithfully 
follows its predecessors, it does 
not contain an indication of the 
sources which were used for its 
compilation, as was done in the 
previous issues; the value of the 
data is thereby somewhat de- 
creased 


Some of the most important 
facts reproduced are the result 
of research undertaken by the 
London Press Exchange. It is to 
be regretted that the authors do 
not indicate in any way how they 
arrived at these figures; the pre- 
vious editions collected this infor- 
mation in an appendix. 

As a source of general infor- 
mation the book contains much 
that is useful, but its value to the 
marketing executive is limited be- 
cause each of the fifteen regions 
for which data are provided is too 
big and contains far too many 
people to serve the marketing 


*The Home Market. 1950 Edition, by 
G. Harrison and F Mitchell, revised 
and written by Mark Abrams 
& Unwin, 158) 


(Allen 


PO 


man as a guide for his own prob- 
lems. What he needs is a much 
more detailed breakdown of the 
social, age and sex composition 
of the population to help him in 
the setting of sales areas and 
quotas and other marketing prob- 
lems. The book can, at best, 
serve him as a frame only, the 
details of which have yet to be 
compiled and published; from the 
practical point of view the 
volume is therefore more a 
beginning than a finished product. 

In view of the fact that there 
has as yet been no census of 
distribution, the chapter dealing 
with retail outlets contains figures 


which might prove dangerous if | 


the marketing man took them at 
their face value. For these figures 
the authors give at least the 
source; but it is weil-known in 
marketing circles that the figures 
published by the Hulton Press 
are based on definitions of the 
various kinds of retailers which 
cannot be accepted without 
reserve, and Hultons are the first 
to agree to this being so. What 
is a confectioner and who is a 
confectioner? These and similar 
definitions have to be settled first 


before the figures showing their | 


numbers become reliable. 

These weaknesses, if one ac- 
cepts them as such, do not de- 
tract from the great usefulness of 
the book. If its contents are used 
with caution many points will 
strike the marketing man which 
he can ignore only at his own 
peril. 


‘BE.A.M.A. Catalogue’ 


Brochure 


Associated Iliffe Press Ltd. has 
produced a 12-page full colour 
brochure designed to guide con- 
tributors to the second edition of 
the B.E.A.M.A. Catalogue, which 
is to appear next May. The 
brochure is printed in the colours 
to be used in the coming edition, 
and contains guidance on type 
area, copy and layout, and illus- 
trations showing how advertise- 
ments will appear in the Cata- 
logue. ° 


Agency Finance and 


Accountancy 

The June number of Manage- 
ment Abstracts, published by the 
British Institute of Management, 
devotes a page and a half to a 
digest of the three articles on 
British Advertising Agency 
Finance and Accounting, by J. 
Carley, that appeared in Apver- 
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VISUALISER 
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ART DIRECTOR 
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20. 


The National Advertising 
Benevolent Society has received a 
cheque for £7 Os. 6d. as a result 
of the bowls match held recently 
between advertisement represen- 
tatives and advertising agents. 


DUDLEY TURNER & VINCENT 


LIMITED 


4a 


space facilities. 


LTD. 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of Exstras.aver, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
farmous Morning National News- 
paper, it still offers adequate 
Full detaits from 
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COMPANY MEETING 


The 


The following are extracts from 
the Statement of the Chairman, 
circulated with the Report and 
Accounts for the year ended 
February 28, 1950, to be sub- 
mitted to the Twenty-third Annual 
General Meeting of the Company 
on July 19, 1950. 

The year which closed on 
February 28 last proved the 
most prosperous one ever experi- 
enced by the group of companies 
which are owned or controlled by 
us to-day. As you will see from 
the Consolidated Profit and Loss 
Account on page 10 the trading 
profit for the year was £4,031,735 
Adding to this amount £216,709, 
income from trade and other in- 
vestments, there is £4,248,444. 

Debenture interest takes 
£93,208 against £122,919 last year, 
and allowing £2,100 for auditors’ 
fees there remains £4,153,136 
against £3,446,133 for the pre- 
vious year The provision for 
taxation is no less’ than 
£2.166,006. After deducting the 
profits attributable to outside 
sharcholders of subsidiaries we 
have a net profit for the Group 
of £1,797,834, or an increase of 
£366,595. 

Of this profit we have left in 
our subsidiary companics 
£542.601 as against £548,994, and 
we have therefore the sum of 
£1,255.233 to deal with in the 
accounts of the parent company 
as compared with £882,245 last 
year. 


Dividends and Reserves 

The way in which We propose 
to deal with this balance is more 
directly explained in the Direc 
tors’ Report. First of all we have 
added £52,811, being an over 
provision for tax in previous 
years. Then we deduct the Pref- 
erence Dividends of £173,250 and 
the Interim and proposed Final 
Dividends, £198,000. This leaves 
a balance of £883,983 from the 
year’s profits available for re 
serve appropriations plus the 
£52,811 mentioned above 

We are again placing to 
General Reserve £500,000. The 
capitalisation of £600,000 for the 
bonus share issue reduced the 
General Revenue Reserve to 
£1,.900,000. This allocation will 
bring the total up to £2,400,000 
against the £2.500,000 at which 
it stood in the last Balance Sheet 

Following on the bonus share 
issue the Ordinary Capital is now 
£1,800,000, a figure which the 
Directors consider to be still far 
from adequately representing the 
additional Capital accumulated | 
the business as a result of the 
large amount of profits retained 
over a number of years 

The sum of £164,000 is trans 
ferred to Contingencies Reserve 
aud £160,000 goes to Pensions 
and Allowances Fund. 


VISCOUNT CAMROSE’S STATEMENT 


During the year we purchased 
certain copyrights for £88,741 
As it is our policy not to increase 
this item in our Balance Sheet 
we have written off the amount 
from the year’s profits 

Having made these various 
allocations there is left £24,053 
which increases the amount 
carried forward to £322,434. 

Out of the year’s profits Pre- 
ference and Ordinary Share- 
holders will receive £371,250 or 
nearly 30 per cent of the net 
amount brought into The Amal- 
gamated Press accounts. If we 
take the total of the money 
actually made in the year by add- 
ing the profits left in subsidiaries, 
the distribution is reduced to just 
under 21 per cent. Out of the 
total profit of the whole group 
of £4,153,136, taxation absorbed 
52 per cent, reserves 39 per cent 
and 9 per cent represents the 
dividends on the Preference and 
Ordinary Shares. 


Increased Dividend 

You will have noted, I am 
sure with pleasure, the recom- 
mendation that the Final Divi- 
dend should be increased to 15 
per cent. Last year I drew atten- 
tion to the large amoum we were 
then placing to Reserve, and I 
commented on the cautious way 
in which the profits of the Com- 
pany had been handled in pre- 
vious years. Had it not been for 
the voluntary agreement which 
industry had made to limit—or 
rather to restrain—-dividends, we 
should have paid more then 
This year, in view of our sub- 
stantially increased profits and of 
the altered state of affairs, we 
have felt no hesitation in adding 
5 per cent to our Final Dividend 
The extra cost is £49,500 out of 
an extra net profit of £366,000 
In the absence of extraordinary 
happenings we feel that we can 
maintain this dividend without 
strain 

Investments in subsidiaries are 
up by £247,645. This is due to 
the purchase of further shares 
in one of our subsidiary com- 
panies and to the acquisition, in 
February last, of the old-estab- 
lished printing business of Percy 
Bros. Ltd., Manchester 

On the Debtor side of the 
Balance Sheet our Current Lia- 
bilities appear at £1,317,408, 
while Current Assets on the 
other side are £3,791,811. The 
surplus therefore is £2,474,000 as 
compared with a figure last year 
of £1,886,000. 

Current Assets of the Group 
now show a surplus over Current 
Liabilities of  £6,238,000 as 
against £4,977,000 in 1949 


Progress of Publications 
The year under review has 
seen a steadily increasing expan- 
sion of our periodical business. 


Permission to consume paper up 
to 70 per cent of pre-war usage 
was given in July 1949. We 
found it possible to make imme- 
diate and profitable use of the 
extra paper in larger sales, and 
in some Cases, eXtra pages, Carry- 
ing, of course, additional adver- 
tisement revenue. But even s0, 
except in a few specialist cases, 
the public demand for our pub- 
lications was proved to be greater 
than we were able to supply. 

In March 1950, paper was 
made entirely free and permis- 
sion to produce new periodicals 
given. This was a welcome 
release from the control under 
which the publishing trade had 
laboured for so many years. 
But the removal of control 
proved to be not as generous as 
it seemed. In effect, it meant 
that periodicals were free to use 
as much paper as they could 
obtain from the limited supply 
available. Paper is still scarce 
and will be, I am afraid, for a 
long time. On the other hand, 
price has mounted steeply and 
the indications are that it will 
go higher. 

Despite these difficulties free 
paper has, I am glad to tell you, 
already produced massive results 
in the circulations of our periodi- 
cals. One or two of the more 
important I should like to men- 
tion to you. Woman's Weekly, 
which before the war sold about 
$00,000 copies weekly, is now 
above 1,600,000. With neither 
large pages nor colour printing, 
its present sale is a remarkable 
testimony to the editorial skill 
and sympathy which has built up 
this great property Woman's 
Journal, our 2s. quality magazine, 
is now selling nearly 400,000 
copies a month, much more than 
double its pre-war average. Our 
ninepenny monthly, Woman and 
Home, is hovering around the 
million mark, a circulation en- 
tirely unprecedented in __ this 
country for a magazine of this 
nature Woman's Illustrated 1s 
well above 400,000. and the 
demantl shows that it is headed 
for much bigger figures when 
paper permits. Home Chat, the 
oldest of our women’s publica- 
tions has more than doubled ‘ts 
pre-war sale. Weldons Fashion 
Publications, the oldest in the 
country, have also done well. 

Our range of periodicals and 
publications is very high indeed 
and you can form some idea 
of the popularity of Amalgam- 
ated Press periodicals when I tell 
you that since February 1949, 
the all-over circulation of our 
various weekly publications has 
increased by 50 per cent 
all-over increase on the maga- 
zines is 60 per cent 

There are signs of more com- 
petition in the periodical field, 


The. 


June 29, 1950 


Amalgamated Press Limited 


but limited paper, rising costs 
and a grave shortage of labour 
and machinery in the printing in- 
dustry must restrict it for some 
time. I saw a suggestion lately 
that there was about to be a 
revival among periodicals of the 
expensive and extravagant free 
gift schemes of pre-war days. 
There is no basis for this idea 
so far as I can ascertain. Actually 
these schemes were more com- 
mon with newspapers than peri- 
odicals but I do not think they 
will be revived in either field. 
Neither is it likely that there 
can be any quick reversion to 
the practice of accepting free and 
unrestricted returns of unsold 
copies. The difficulties of pro- 
duction which I have just men- 
tioned are in themselves an 
effective barrier to programmes 
of this kind, at any rate, for 
some years to come. 

In strict conformity with the 
no-returns agreement and other 
arrangements of the Periodical 
Proprietors’ Association, we have 
recently issued a new paper for 
schoolgirls, School Friend. The 
circulation of this periodical al- 
ready exceeds 500,000 weekly and 
it is NOW on a paying basis. 

Kelly's Directories Lid. 

The accounts of Kelly's Direc- 
tories Ltd., in which we hold 
nearly 75 per cent of the Ordin- 
ary Shares, have just been pub- 
lished. They show a consolidated 
profit, after Debenture Interest 
and Taxation, of £538,590 as 
against £535,217 for a period of 
14 months on the previcus occa- 
sion. Adjustment of the latter 
figures to a 12-months basis 
shows an increase in net profit of 
approximately £79,000. The re- 
sults constitute a record in the 
history of this 53-year-old com- 
pany. 

Kelly's two most outstanding 
publications are the Post Office 
London Directory, now 1§1 years 
old, and Kelly's Directory of 
Merchants, Manufacturers and 
Shippers The former is well 
known to everybody, it is one of 
the institutions of London. The 
second book has an international 
reputation and sale 

The Associated Iliffe Press, its 
principal subsidiary, now owas 
and publishes 33 trade and 
technical journals as against 23 
some six Or seven years ago 
Among the best known are 
Farmer & Stock-Breeder, The 
Autocar, The Motor Cycle, Flight 
Nursine Mirror, Wireless World 
and Electrical Review. One of 
their publications, Mechanical 
Handling, has recently promoted 
for the second time a highly suc- 
cessful exhibition at Olympia. 
while another one,’ British 
Plastics, has ir preparation a 
similar exhibition for the plastic 
industry next year. 
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June 29, 1950 


Legal and Gazette 


Libel Action Is 


Discontinued 


Mr. Justice Dixon, im the High Court, 
Dublin, gave eave to discontinue a libel 
action taken by the McEvoy Publishing 
Lid.. Dublin, against David P. Luke, 
trading as Lombard Publications. Dubin, 
and The Kerryman Lid., Traice 

The McEvoy Publishing Co. had com- 
plained that an article which 1 Was 
stated, had « ared in & special edition 
monthly periodical called Print 
Luke and printed by the 
for Pebruary 


periodical 
by the McEvoy 
a circulation of 20,000 and that fh was 
desirable medium in which to 
advertisements 
for the plaintiffx. after a jury 
sworn, stated that the case 
ompromised. When the article 
the company believed that 
serious damage tw it, but they 
were glad to say that the article had not, 
in fact, damaged im any way Al 
time the article appeared The 


THE COMPANIES ACTS 
Tee Ratty Peess Lro.. 6 Warwick 
Court, Gray's Inn, newspaper and maga 
mine publishers First meeting June 2 

at loveresk House. 346 Swand, W.C2 

COMPANIES WINDING-UP 
The first meeting of the creditors of 
the THompson Pusuecrry Lro. 6 
Dorset Street, W.1. publicity 
advertising § contractors. was 
Inveresk House ondon 
when the Official) Receiver reported 
the winding-up order was made on May 
The company was formed in May, 1947 
wih a nominal and issued capital of £100 
The company did not appear to have 
carried on business since the beginning of 
1948, although before then the company 
had contracted to produce a Holiday 

Camp Guide 

No statement of affairs had been filed 
but from presem information habilives 
amounted to £909 and there were no 


asscts 
No resolution was passed, and the 
matter was ich in the hands of the 


Official Receiver as | as liquidator 


Publishing Co. had not 


New Co Companies 


Modern Displays (Bournemouth) Lid., 
143 Holdenhurst Road Bournemouth 
Manufacturers of and dealers ig display 
sands, sens and advertising devices (in 
particular the “Ralstan” combined display 
sand and advertising device) Nomina! 
capital; £6,000 Directors; R. S. Smith 
R. M. A. Smith. H.C. Mason and C. H 
Henning 

Lh Press Léd.. 113 Ebury Street 
sw. Nominal capital £1,500. Sub- 
scribers: F. J. Dawson and ©. S. Parry 

ang » Services Ltd. 34 
Clarges Street, W.1 Primers. publishers 
comtractors for the exhibition of posters 
Nominal capital; £1,000 Directors R. V 


Cuthbert and Mr. LH. Cuthbert 
Paper . . 
Led., 119 Maple Road. Surbiton, Surrey 
To take over business of manufacturers 
of moulded paper products carried on at 
Maple Road, Surbiton Normnal capital 
£3,000 Directors J Stevenson 
A.J. L. Stevenson and A. BE. West 


Expres and Star (Wolverhampton) Ltd., 

) t Wolverhampton 

To acquire and hold the whole of the 
issued share capital of the Midland News 
Association Lid.. and to carry on business 
of printers and publishers of newspapers 
Nominal capital £100 Permanent 
governing director and chairman: M 


Graham 
Co., Lad,, %4 
Proprietors of 
compilers and publishers of direc 
tories. Nominal capital: £100. Directors 
H. R. Hockley, H W ogers and 
Phyllis East 
" Mary's Butw 
To take over business 
of publicity consultant: now carried on 
at Reading as “Presservices.” 
capital £4,000. Directors F. H 
ford. H.R. Maule and R. F. Black 
. Mason & Ford tté.. | 2 High 
Street, Windsor, Berks. To take over the 
business of publishers carricd on at 
Windsor, as “Day and Mason” 
capita £6000 Directors: C. E H. J 
Day N. Mason and L. C. Ford 
c Magazines § Lad. ‘.~ —- 


Screen bad « circulation excess of 20,000 
For Mr. Luke it was stated that 


that 


ishing Co. Led.. of The Sereen. 
the words were capable of that interpreta- 
thon they regretted 


WILLS 


Aceset Geoeck Growow 


drew of Thomas De 
ind. and a former managing director 
ot Waterlow & Sons Led. left £3,535 
Srainc a © 
founder of the Lytham Si. Annes Express 
left £64,652 7s. Sd. gross, £56,895 iis Sd 
oct. 


Qually. 
Quad. Ty 


DISPLAY 


Qually,.. SCREEN 


Priestleys 


COMMERCIAL ROAD. GLOUCESTER 
london. Phone ; TEMple Bar 7965/6 


with greater avidity than 


“THE WATER & SANITARY 
ENGINEER" 

Within eight weeks of publication, 
we have convincing proof of the 
pulling power of advertisements and 
the rapid consolidation of regular 
readership amongst all technicians 
and authorities whose responsibility 
is pure water supply and adequate 
sewage disposal. 

Send for specimen ond advertisement rates to 
DALE REYNOLDS &CO.LTD. 
32 Finsbury Square, London, E.C.2 


SILK SCREEN ARTS L® 


97 SHIRLEY ROAD CROYOON 


a2oor 


‘comer ’ 


) EXPRESS 


OBLIVERY 


cute aE 


The World's 


Greatea 


Bookshop 


mm) 


‘FOYLES 
* FOR. BOOKS * = 


‘Stock of three’ 


million volumes 


New and secondhand Books 


on every subject 


119-125 Charing Crom Road, W.C.2 


CANNOCK CHASE 


POPULATION OVER 65.000 


CANNODK — | 
A 


WEERLY WET SALE OvER IS000A8¢ 


HEAD OFFICE CANMOCK STAFFS TEL 2225 
LONDON. 60. FLEET STREET TEL Cen 7500 


BROCHURE ON BEQUEST 


, SE 


GRANTLEY’S 


FOR 
LONDON THEATRE 
PROGRAMMES 


There is no better reminder media 
635 PICCADILLY W.!. 


Engineers contribute engineering articles of real 
technical interest fer ees other engineers read 


THE 


EMMOTT @ CO LTO 21 
MANCHESTER OFFICE 


CHANICAL WORLD 


AND ENGINEERING RECORD 
IDEAL ADVERTISING MEDIUM 
TO APPROACH THE ENGINEERING INDUSTRY 


BEDFORD STREE 
STREET 


west 


IN WHICH 


tT. LONDON WC? 
MANCHESTER B 


ADVERTISER'S WEEKLY 


(Continued from page iii of cover) 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 
Book Jeckew, Advertving mo 
a. tY phmodithe 
(own phototitho process pores 
CARILLON PRESS LTD. 
Pine Cofoer Primen 
Telephone 


Be 
Boscombe 168} 
14? Vieworla St, SW 


London Office 
‘Phome VitCvoria 0663/4 


cuT 
YOUR cCoSsTS 


Advertising Managers 
consult 
UNIVERSAL SIGN ERECTORS 
For All Outdoor Publicity 


233 Gapham Road, $.W.9 
Brixton 427) 


SMALL. medium business or  ~p 
required) Particulars and to 
ox 68 Ad eekly ino I st BCS 


DUPLICATING 
Finest Quality 8 in = 10 in. —S/9 per 100 
including paper. Post Free 
Printing of All Description 
rice Litt on request to 


Dept. A, 
D. & T. STONE, 
27 Malvern Avenue, London, £4 
LARiuwood $600 


PRINTERS 


LETTERPRESS, OFFSET, OGRAV- 
Monochrome 
Dugdale Printing 
, 122 Wardour Street, London, W 


APPOINTMENTS FILLED 


“THE WESTERN DAILY PRESS” 
Bristol, thank all applicants for the 
vacancy in theig Londen office, An 
appeantment has been made 


EXPORT MAILING LISTS 


CO-OPERATIVE MAILINGS TO 
U.S.A. CANADA AND 
SOUTH AMERICA 


Firm interested in joining non- 
competitive companies in direct 
mail campaigns to these coun- 
tries are invited to submit their 
proposition (in confidence), By 
mailing co-operatively with other 
costs are comiderably reduced. 
All payments’ in sterling—no 
dollar expenditure 
R. AYNSLEY-COOPER, 
Villa Read, P.O. Box 156, 
Lendon, §.W.9. 


SPECIAL ANNOUNCEMENT 


See June 8 issue of Advertiser's 
Weekiy, es 464, 485 and 491 
for the Advertising Services 
a lies Section. july 6 will 
be next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


| APPOINTMENTS VACANT 


McCANN-ERICKSON 
NEED ANOTHER 
LAYOUT 

ARTIST 


We also require a 
CREATIVE 


TYPOGRAPHER 


WRITE TO 
McCANN-ERICKSON 
ADVERTISING LIMITED 
110 Jermyn Sereet, London, S.W. 
Whitehall 5411 


ADVERTISEMENT REPRESENTA- 
L Lady or Gentleman, required 
by established Company. Must have 
experience of sclling space for dis- 
pavee advertisements in Hotels and 
‘wat Offices. Must have clean record. 
25 per cent commission, travelling 
os, and bonus on yearly turn- 
over, Capable of earning at least £750 
" year 
=m 1 Ad. Weekly 180 Pleet St BCs 
VERY PROGRESSIVE FIRM of Toy 
Manufacturers require Assistant De- 
signer; 22-26; capable of creative 
work and versatile in all forms of com- 
mercial art and design; must have good 
ledge of packaging, display, 
lettering, catalogue work and reproduc- 
tion processes; excellent opportunities 
of vancement for right man; ideal 
conditions; me factory; canteen 
Pull details past experience, salary 
required, etc., to J. & L. Randall Lid 
Merit House, Potters Bar, Middlesex 


ACCOUNT 
EXECUTIVE 


Fully recognised, medium sized, 
London Agency handling National and 
Technical accounts, requires an ex- 
perienced advertising man as account 
executive, The man we require should 
be able to introduce accounts of his own 
which he could develop in a happy 
atmosphere with the co-operation of an 
enthusiastic creative team. He should 
also be capable of securing new National 
andlor worthwhile Technical accounts. 
Salary and remuneration commensurate 
with experience and ability 
Our own staff know of this advertisement 

Write in confidence to 


Bex 9559 
Advertiser's Weekly, 180 Fleet St., £.C.4 


IN LIVERPOOL. Advertising and sales 
promotion manager requires keen 
tant with experience of mail 
iogue work and direct mail 
with an interest in corres- 
liaison with small outside 
must be good correspondent 
and pensionable post 
1 details, including age, education, 
experience and remuneration to Box 
BJ. Bullen Advertising Led. 6 
Dale Street, Liverpool 2. 
LETTERING ARTIST required by 
proormenre London Agency. Write 
= 1037 Ad. Weekly 180 Fleet St BC4 
A VERSATILE VISUALISER . 
wanted for the creation of strong selling 
advertisements in National Newspapers 
We offer widest scope to an experienced 
man in this field but are not interested 
in technical press of hixsury product 
layouts. Five-day week. Holiday this 
car can be arranged Phone Art 
Director, Reid Walker Advertising Lid., 
CEN«wal 5347 
A VACANCY occurs for a really enter- 
fabs lettering artist with a compre- 
ive knowledge of black and white 
reproduction methods 
ots for the right man. 
46 Ad. Weekly 180 Fleet St BC4 


Excellent pros- 


CLASSIFIED 


APPOINTMENTS VACA! 


APPOINTMENTS VACANT i 


VACANCY occurs in works of c 
Manchester Engineer Company for 
an Assistant to the Publicity Manager 
Applicant would be expected to train 
in Lendon for one month or more, 
riér to proceeding to Manchester 
Somnesiion according to experience 
Write stating age, experience and salary 


required 
Box 16 Ad. Weekly 180 Fleet St BC4 


AUSTRALIA 
TOP FLIGHT 
COPY WRITERS 


can earn up to 


£1,200 p.a. tax paid 


A director of a 
Australian Advertising Agency 
handling some of Australia's 
largest national accounts is now 
in London. He will be glad to 
interview fully experienced 
copywriters desirous of earning 
a remunerative nett salary in a 
country where “‘living well" is 
less costly, where commercial 
horizons are wider, and summer, 
as you know it, lasts for 8 to 9 
months each year. Only copy- 
writers who have worked for a 
number of a in an agency of 
standing on substantial accounts 
calling for campaign planning, 
theme creation and a diversity of 
writing at a high literary level 
should apply in first instance by 
mail to 


leading 


Bex 69 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION DEPARTMENT of 
publishing group has vacancy for man 
experienced in production newspapers 
and magazines. Excellent opportunity 
Full details to 
Box 14 Ad. Weekly 180 Fleet St BC4 

SECRETARY/ASSISTANT to Manag- 
uy Director required by London 
Advertising Agency (1.P.A.) Wide 
etperience in adverusing and marketing 
an advantage. An intelligent woman 
with initiative and ability would find an 
opportunity to progress ‘rite 
Hox 18 Ad. Weekly 180 Fleet St EC4 

PERSONAL SECRETARY required 
for Director with advertising and pub- 
lishing interests. Must be experienced 
in studio and production routine 
State salary. Reply 
Box 51 Ad Weekly 180 Fleet St BCs 


COPY WRITERS 


Immediate vacancies exist 
at Harrods for two young 
women who have previous 
experience of either Fashion 
or General copywriting. 
Write in confidence to 
Staff Manager, Harrods Ltd., 
S.W.1, giving full details of 
past experience and stating 
salary required. 


ae | ~ eg 
ti eas es 


REPRESENTATIVES 


to sell important 

iness ment service 
First-class proposition 
scope for high pa ‘ation 
Age over 30. State experience and 
territory preferred 


Bex 33 
Advertiser's Weekly, 180 Fleet St., £.C.4 


JUNIOR SALES CLERK required, 
or female, under 24, for Publica- 
tions Section. Typing essential. Com- 
mencing salary up to £250, Gaeaiins 
on age and experience in the scale 
to a maximum of (450 (men) oF 
Staff pension fund. Apply in 
iving full particulars to 
Adviser and Secretary, The 
Central Council for Health Education, 
Tavistock House, Tavistock Square, 
W.C.1, to arrive not later than 7th July 
COPYWRITER VISUALISER  re- 
quired for busy Public Relations Office. 
Must have a flair for writing interest 
copy, have had some experience "ot 
General Store advertising, preferably 
knowledge of Co-operative affairs 
Replies should state full details, age, 
experience Salary (500 per annum. 
Apply to Staff Manager, London Co- 
operative Society Ltd, 54 Maryland 
Street, Stratford, £.15 
NOTLEY’S require male Voucher Clerk 
to take charge of dept. Good working 
conditions, canteen. Holiday this year. 
Phone or write Media Manager, 43 
Hertford Street, W.1. Grosvenor 4911. 


LAYOUT 
MAN 


OPPORTUNITY for a young 
is slick with a 


man who 
pencil, has colour sense and 
seeks a secure position in a 
hard-working creative team. 
Knowledge of typography 
and printing an advantage. 
Pension and profit sharing 
scheme. Write in first 
instance giving full details 
of age, experience and en- 
close specimens which will 
be returned. 


S. C. PEACOCK LTD. 
21 Leigh Street, Liverpool 


ADVERTISING. Leading Agents re- 
quire young lady to check charges for 
printer's blocks, etc Previous ¢x- 
perience an advantage 5-day 

1.30-5.30 Hols. arranged 

Stating age, experience and 

required to Secretary, Greenly’s Led, 

& Chancery Lane, W.C.2 ; 
FLEET STREET advertising office of 

rge¢ company requires an educated 

young man, between the ages of 20 to 

25. A good gencral knowledge of ad- 

vertising essential. Applications by letter 

giving full details of experience 

salary required 

Box 70 Ad. Weekly 180 Fleet St BC4 

ADVERTISING MANAGER. Young 
man wanted immediately to take charge 
of publicity and display for multiple 
furniture retailers Headquarters in 
London, but must be mobile and able 
to co-operate with Advertising Agency. 
Write, stating previous experience and 


salary required. Apply 
Box es Ad. Weekly 150 Fleet St BC4 


June 29, 1950 


APPOINTMENTS VACANT 


Lambe & Robinson 


have a vacancy for an 
ACCOUNT 
EXECUTIVE 


Must be under 35. Must 
have had at least five years 
advertising experience. 
Must be male. Should have 
a good brain and the ability 
to express his thoughts 
clearly in writing and ver- 
bally. Salary depends upon 
previous record and ex- 
perience. 

Send a brief biography to 
Managing Director 
Lambe & Robinson Ltd. 
Sceptre House, 169 Regent St., W! 


BICC Publicity Department (London) 
require an Assistant Copywriter. 
Experience in electrical engineering an 
advantage but main qualification is 
ability as Copywriter. Post is permanent 
and offers scope for man keen to work in 
industrial advertising b-day week, 

msion scheme, canteen facilities 
tite giving full details of experience 
and say required to Staff Officer, 
British Insulated Callender’s 
Limited, 21 Bloomsbury 
London, W.C.1 
PUBLICITY ASSISTANT (20-29) Te- 
wired for Oil Company in Manchester 
istrict. Small department with wide 
variety of work including Press Adver- 
tising, Print, Package Design and 
Exhibitions. Desirable abilities—write 
good English, prepare quick visuals, 
mark up copy for typesetting, r 
rinters proofs accurately and order 
locks Write giving full details of 
experience since leaving school to 
Box 37 Ad. Weekly 180 Pleet St BC4 

A LEADING AGENCY has a vacancy 
or an Assistant in the space buying 
department. The position calls for some 
knowledge of space buying routine 
speed and accuracy with figures and 

ility to handle detail. Future pros- 
pects of the job are bright for the right 
person and real progress is assured in 
return for conscientious work 
Box 44 Ad. Weekly 180 Pleet St ECs 

ASSISTANT to Advertising M er 
required by well established 
Machinery Manufacturers. 
experienced Progress Chaser and able 
to take control of stocks of sales litera- 
ture, blocks, stationery, etc rite 
giving full details of experience, qualifi- 
cations, salary required, ~ctc. to * 
Box 40 Ad. Weekly 180 Fleet St BC4 


Cables 
Street 


ASSISTANT PRODUCTION MANAGER 
An Agency with wide National 
interests requires 4 young man with 
sufficient experience and ability in 

roduction to act on own initiative. 
The position offers exceljent prospects 
to a man ready to take on this res - 
sibility. Send brief personal to 


Advertiser's Weekly, 180 Fleet St., E.C.4 


PUBLICITY—Young man 27-50 with 
knowledge and experience of advertisi: 
and general publicity required to buil 
up and run publicity department for 
well-known firm of steel manufacturers 
in Sheffield. Excellent opportunity for 
well-educated man with initiative and 

ve. Commencing salary not less than 

(550. Write for carly interview giving 
is of experience. 

Box 42 Ad. Weekly 180 Fleet St BC4 
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LIVE AGENTS 


ASSISTANT jay 


ARTIST. 


TECHNICAL COPYWRITER required 


Jung 29, 1950 


APPOINTMENTS VACANT 


CARLTON ARTISTS 
LIMITED 
require 
THREE 
experienced 


3 - 5 year 
contracts 
offered 


telephone or write 
Carlton House, Gt. Queen St. W.C.2 
HOL. 4041 


VISUALISER/COPYWRITER re- 
— for well-known London Agency. 
lenty of scope for young man with 

individuality and enterprise. Ex- 
perience in modern Agency practice 
essential. Write giving full particulars 


and salary required to 
Box 64 Ad eekly 180 Fleet St BCA 
YOUNG MAN, ex-Forces, as outside 


representative on high quality 
blications; some experience preferr 
alary and Commission. Write 
Box 60 Ad. Weekly 180 Pleet St BCs 
YOUNG WOMAN age over 21 to take 
charge of copy Despatch Dept. of West 
End Agency Good opportunity and 
salary offered to right person. Write 
fully age, cxperience and salary re- 
sured to 
= 50 Ad. Weekly 180 Pleet St BCs 
PUBLISHERS of high-class periodical 
dealing with animal and bird life wish 
to contact artists able to undertake 
work for use in %-colours as cover 
pictures; also line and wash work in 
2-colours Write BCM/St. Francis, 
London, W.C.1 
MEDICAL COPYWRITERS required 
by pharmaccutical manufacturers mar- 
keting cthical medical specialities 
throughout the world. Applicants must 
have initiative and the ability to visualise 
al problems. These appointments 
are permanent and offer good prospects 
in an expanding business; pension 
ae Apply in writing giving details 
cation and experience to 
Medel Promotion D: , Menley & 
ames Led. 123 Co bour Lane, 
andon, sé ; 
required to handle 
exclusive advertising lines especially for 
e Christmas trade High rate of 
commission offered. Apply in first in 
stance to N. Taylor [ta 76 Green 
Road, Winton, Bournemouth 


ADVERTISEMENT REPRESENTA- 


ES required for Trades Directory 
Good connections handed over to ex- 


GOOD 


AGENCY PRODUCTION MAN re- 


perienced space sellers. Also capable 
assistant able to take charge of com- 
ling department Apply Managing 
Yirector, Publicity House, 267 Gray's 
Inn Road, —?- Cross, W.C.1 Tel 
Terminus | 
required to Creative 
Director of progressive Advertising 
Agency Knowledge of blocks, print, 
shorthand and typing essential Tite, 
Stating age, experience and salary re- 
ired to Crane Publicity Led, 5-0 
Suality Court, Chancery Lane, W.( 


Situation vacant in 
studio for young all-round artist (not 
figure Quality essential Ring 
Gerrard 3755 


by « large Midlands enginecring firm, 
to assist Publicity Manager in prepare- 
tion of leaflets, catalogues, and general 
write-ups for Press, covering turbines, 
transformers, eiectrical re 

machinery, switchgear, etc. Applicants 
should have Enginecring technical train- 
ing and should state full qualifications, | 
experience and salary required, to 

Box 48 Ad. Weekly 160 Fleet St BCA 


GOOD ALL ROUND ARTIST required 


CLASSIFIED ADVERTISEMENTS | g 


APPOINTMENTS VACANT 


ADVERTISING MANAGER requires 
Assistant—age about 2h. ee 
in the preparation of press advertise- 
ments and printed matter is essential 
end some studio experience desiruble 
Applicants should have « wor 
knowledge of advertising records ar 
routine. Write stating age, experience 
wnd salary required to Advertising 
Manager, Mann Egerton & Co Lids 
Norwich. 

EXPERIENCED Advertsing Executive 
tequired for senior position in expand- 
tag Company marketing food products 
nationally Must be familiar with 
operation of all media and have practical 
knowledge of marketing. Age limit 35 
but exceptional candidstes up to 37 
would be considered Starting salary 
up to £1,000 according to qualifications 
Box 54 Ad. Weekly 180 Pleet St BC4 


ARMSTRONG- WARDEN 
require a young retouching 
Artist. Write stating experience 
and salary required to 

Secretary, A. W. Ltd., 

69 New Oxford Street, W.C.! 


COPY PRODUCTION CLERK. Small 
established London Agency requires 
young man 22-26 years, for responsible 
position. General production, i.c. proof - 
checking, blocks, typesetting, print, etc 
Must be familiar with Agency routine 
Good prospects for man with initiative 
Write giving previous experience, 


salary. etc 
Box 30 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
ASSISTANT 
with 2 or 3 years’ Agency 
experience of Production 
and Proof-reading required 


by first class London Agency 
Box 65 
Advertiver’s Weekly, 180 Fleet St., £.C.4 


GENERAL ARTIST, with some know- 

— of typography required. 56-de 

one for appomtment WH 

Teen Palmer Newbould & Co. Lad., 
52 Haymarket, 5.W.) 

ARTISTS REQUIRED. A first-class 
general Artist required, an advantage 
if used to creating and designing lay- 
outs, leaflet, etc Also a lettering 
Artist- —plenty of scope for the right 
men. Write or ‘phone +? ~ untment 
Maxwell Clarke Lad., 6 ow Street, 
E.CA. CENeral 5160, A for Mr 


Gibbs 
{RING 


LETTE ARTIST re- 
quired for studio 


Age, experience and 
Ad. Weekly 150 Fleet St BCs 


quired by London Agency. Must have 
good knowledge of blocks, typesetting 
and printing and be conversant with the 
ection of good class sales literature. 
‘osition offers good salary and prospects 
Write in confidence stating cxuperience 
and salary required to 
Box 32 Ad eekly 180 Pleet St BC4 


capable of producing High-class work 
Write salary required 
Box 63 Ad. Weekly 180 Fleet St BC4 


LETTERING & GENERAL ARTISTS 
Fully experienced lettering and 
general artist required by Chas 
Barnett Artists. Salary commensurate 
with ability. Only first-rate men con- 
sidered 
CHAS. BARNETT ARTISTS 

Chronicle House, Fieet St., London, E.C.4 


ADVERTISING MANAGER and Pubd- 
Ascestant uired Ist of August 
fine meno Association, 
24 St Teenss*s Street, 5.W.l. Details 
__on application 
PRINTERS INVOICE CLERK Male 
for City printers (Old Street areca) 5-day 
week ¥ to 6.50 p.m. Experience not 
necessary if quick at figures. Apply in 


own handwriting Ss x oon 
sideration if holidays already fixed 
Box © Ad. Weekly 180 Pleet &: BCA 


APPOINTMENTS WANTED 


YOUTH years seeks opening in Studio 
with purpose of taking apprenticeship 
Drawing ability highly commended at 
school. Phone Hilliard, Amburst 4117 

GOOD LETTERING ARTIST, 2, 
single, very keen, secks position show- 
cards/posters. Also good line-drewings 
No studio experience yet 
Box 56 Ad eekly 150 Pleet St BCA 

LETTERING ARTIST st Clase socks 
change modern studio (30 
Box 10 Ad. Weekly 180 Pleet St BCS 


COPYCUB 


Age 23. Now Junior Copy-and-Ideas 
man in prominent London agency 
Experience of national sccounts 
WANTS SPARE-TIME WORK 
WITH BUSY SENIOR FREB- 
LANCE COPY-AND-IDBAS MAN 
Objects more cupericnce, extra 
money. Specimens available. Details 
from and to 
Bos 6 
Advertiser's Weekly, 180 Fleet St. £.C.4 


LANDSCAPE, Lettering, ill-life and 
figure artist, used to ‘top line’ work, 
seeks change, colour only. Small studio 
a high quality work preferred. 

‘rite 
Box 38 Ad. Weekly 180 Fleet St BCA 

AMBITIOUS Junior Artist seeks post in 
stucio, fashion, com. art or lettering, 
6 years art school, experience handled 
air brush, uno sten. Excellent references 
Box 35 Ad, Weekly 150 Pleet St BC4 

ILLUSTRATOR, male, requires tem- 
porary post 5 weeks. July, August in 
studio, agency, or Publishers. Figure, 
lettering and layout 
Box 44 Ad. Weekly 180 Fleet St BC4 

YOUNG MAN with journalistic and 
agency Cxuperence secks post as junior 
copywriter. Salary secondary to good 
aay 

ox 45 Ad. Weekly 150 Pleet St BCA 

ARE YOU LOOKING for « Junior 
Fashion Artist? If you need « keen 
youngster, unspoiled by four years’ art 
school trainir with a good clean, 
straightforward style and « strong 
to get agency or studio experience, 

I'm definitely the girl for you 
Box 49 Ad. Weekly 150 Fleet St BCA 


ARTIST DESIGNER 


Up and coming top-liner, versa- 
tile artist, prize-winner British 
and European sections of recent 
E.R.P. poster competition, and 
an experienced agency studio 
executive, seeks an appointment 
giving more creative scope with 
first-class agency, design group 
studio, etc. A fantastic salary is 
not expected. 


Sex 47 
Advertiser's Weekly, 180 Fleet t., £04 


PRODUCTION MANAGER 


JUNIOR ASSISTANT 
ne 


required for 
mm Office, provincial newspaper 
Some 


Work interests 
& Co, Zi 


Strand, WC2 ("Phone "Phone Central tela, | 


age 26) 
in medium size London Agency seeks 
similar position with greater 


Box * Ad. Weekly 150 Pleet % BCA 


EXPERIENCED Active Publicity Man 


age 34 space sales, Publishing, 
Exhibition work. Available end of June. 
Leng or short term — Fee, 
commussion and ¢ 


SMALL, 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


ma TOR af 
sized FPieet Street Agency, 

ae rate «creative sbility, modem 
design approech, and peronsiity to 
co-ordinate a good team, invites mter- 
views cow for antment in autumn. 
Boa + Ad. Weekly 150 Fleet St BCs 


PRINTERS EXECUTIVE 


evellable @ righttend man to 


Managing Durector General ex- 
perience in most branches of the 
industry. Contact, works and office 


control, estimeting, progres, etc. 


Bes 4 
Advertiser's Weekty, 180 Fleet e., 6.0.4 


FREE LANCE SERVIC 


A FREE LANCE commercial 


artist can 


in Diack and white 
colour, sumable for magazines, calen- 
dars, table mats, etc 
Box 1043 Ad Weekly 180 Fleet St BCA 
KENNETH GRAHAM. Luxury and 
Industrial Packaging Twenty-five 
years’ consultamt experienc: at your ser- 
vice for Glass, Plastics and liepley ideas 
~— functional and visual perfection. 6 
Duke Street, St. James's, 5 W.1 
CROSSWORDS compiled | clegraph- 
type clues. BM/KFEM, W.C.1 


ACCOMMODATION 


2 noone cach — phone, pleasant 
light, single or pert 
4, FS ‘4 putlic te = 1 


jon, Telephone 


BUSINESS OPPORTUNITIES 


ELDERLY EUROPEAN with mony 


years’ experience in India seeks repre 
semation—preferably, but not essen 


ually—for trede/educetional publics 
tom References exc ed W nite 
m= 8835, clo Walter Judd Led, 47 


Gresham Street, B.C.2 


well established Advertising 
Agency, all recognitiom, turnever im 
neighbourhood £150,000 and increas 
ing; very well equipped 

$9 Ad. Weekly 150 Pleet St BCA 


‘ADDRESSOGRAPH’ 


Service 
MECHANICAL PLATE-CUTTING 
AND ADDRESSING. 
Private Mailing Lists a Speciality. 

All Places Accurately Checked. 
Serict confidence guaranteed. 
AUTOMATIC ADDRESSING ASSOCIATION LTC 
4 Playhouse Yard, Biackfriars Lane, £.C.4 
Telephones: CiTy 4877 & 4009 


WELL-ESTABLISHED 


Adverts 
Agency in West End, in canes a 
opening provincial and overseas 
branches. requires investment up to 
£5,000 from energetic person able and 
willing to take active part in promiming 
developments. Principal only, please 
write in first mstance to William Kern, 
Certified Acoountam, 10 (Cx 

Street, London, E.¢ 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quantity 
Write or Phone 


PHOTOWORK LTD. 
ANO 


LILYWHITE LTD. 
73 Baker Street, London, W.! 
Tet. Welbeck 0938/9 


Box 11 Ad. Weebly 180 Fleet St BCé 


(Continued on page 627) 
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ADVERTISER'S WEEKLY Trurspay, June 29, 1950 


Advertiser's 
Weekly a2 


(45/- overseas) 


__ STOP PRESS 


_ OUTDOOR AD. 
FEDERATION : 
A MEETING 


outdoor 
Sieuhee tes a a 
on (see » Page 591) 
takes place at private tencheon 
| arranged . A. Hawkes, 
/ Makers 


Sho and Agri 
| Machinery Exhibition, 
_ Court, December 4-8, in 


13 specialised publications which have 


established a high reputation through- 


out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 
TOTHILL PRESS LIMITED 
* TOTHILL STREET + WESTMINSTER + LONDON 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led, at their office 
June 29, 1950. Printed in England by Staples Press Limiced at 
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